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NEW YORK NEW ORLEANS 
120 Wall Street 427 Gravier St. 




















Coffee planter Juan Valdez sees himself in newspaper ads intro- plan to upgrade American taste in coffee, and help good brands. 
ducing Colombian Coffee to U.S. The campaign is part of wide It breaks in first ten major U.S. markets starting in January. 


Juan Valdez, Key Figure 
in Million Dollar Campaign 
for Colombian Coffee 





WY helete 
of the Can: 


how it changed the habits 
oi tal -mzelale 


One hundred and fifty years ago, Peter Du- 
rand, an English merchant, was granted a 
patent for vessels of “pottery, tin or other 
metals of fit materials.” Thus, the miracle of 
the can was born. This early “‘tin cannister” 
packaged foods in sealed containers. . . and 
changed the habits of the world. 


Today, not oniy food but an almost infinite 
variety of things we use and enjoy comes in 
metal containers. Coffee and other bever- 


ages, paint, petroleum, chemicals . . . these 





are just a few of the products brought to us 
conveniently, economically . . . by the “‘mir- 


acle of the can.”’ 


Can manufacturers everywhere, in the U.S. 
and abroad, are enthusiastically preparing 
to participate in the Sesquicentennial of the 
Invention of the Metal Can. You may want 


your company to take advantage of this great 


opportunity to tie in with this important ob- 
servance. The Sesquicentennial may be used 
as a springboard for stories, advertisements 
and promotions that can serve each organi- 


zation’s special needs. 


American Can Company is proud to be a 
part of this great industry as it observes its 
150th anniversary. Canco’s continuing pro- 
gram of research and development is pledged 
to provide still better packaging for the 
products of agriculture and industry. 


American Cam Company 
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Bar-Nun Can or Jar Lines 


: . Write for literature on 
Gump Coffee Plant Equipment 
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HOW MUCH 
COULD YOU CUT 


YOUR 
CAN PACKAGING 








By reducing coffee shrinkage 
Would the saving in overweights reach an effective figure, if your weigh- 
ing equipment handled a// grinds—including the finest—with the same 
extreme and consistent accuracy? How much coffee, now lost, could be 
saved by spill-free operation of the can line? 


By using smaller cans 


Is it possible that more efficient, denser packing of your coffee would 
make it possible to use smaller cans? 


Have new engineering and design concepts in can line packaging equipment 
now made these savings available to you? If you're interested, investigate 
BAR-NUN ‘‘Auto-Check” Can Weighing and Packing Lines. 


B.F. GumP Co. 


Engineers and Manufacturers since 1872 


1312 SOUTH CICERO AVENUE . CHICAGO 50, ILLINOIS 
3 








Good Coffee is Good Business 


WHY NOT LET A "McKIE URN" 
EARN FOR YOU! 


Plenty of hot water always on tap and fresh 
coffee always “in the pot” with McKie 
designed Thresom Unit. Unit has separate 


High Water Boiler all on one sturdy base. 


Thresom Unit is furnished in stainless steel 








only. Al! seams electrically welded. Stain- 


less steel jiners only. Models Available THSS 12, 3 or 5 


One outstanding feature of this unit is the high boiler with overflow. Water does not have to 
be drawn from the Twin Urn to make coffee as ample water is in the High Boiler, this feature 


insures your coffee always staying at the correct temperature for serving. 


All heating equipment and thermometers are factory installed, can be heated with gas, electricity 
or steam. Thermostatic heat control available at additional cost. Electric, Single Phase 


only, A.C. 


J. A. McKIE wanurscrunen 


649 watt stReET Lod Angeles 14, Cal. 
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Here’s what we 
put into the pot 
for you... 


Money. In full measure. Whenever and wherever it will 
do the coffee trade the most good. 


Bank of America maintains a special department for 
coffee financing. We offer expert assistance to growers, 
shippers, importers and roasters. To everyone whose 
business is coffee—from the plantation to the percolator. 


The world-wide facilities of our International Banking 
Organization are ready to assist you. Why not give usa 
call? 


BANK OF AMERICA 


NATIONAL TRUST AND SAVINGS ASSOCIATION e MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
HEAD OFFICES: SAN FRANCISCO 20+ LOS ANGELES 54 - BANK OF AMERICA (INTERNATIONAL) NEW YORK CITY 5 


OVERSEAS BRANCHES: London ¢ Manila ® Tokyo ® Yokohama ® Kobe ® Osaka ® Bangkok® Guam REPRESENTATIVE OFFICES: New York © Washington D.C. © Chicago ® Mexico City ® Havana 
Rio de Janeiro © Bueno ire Lisbon ® Milan ® Zurich © Paris © Duesseldorf ¢ Beirut © New Delhi BANK OF AMERICA (International) — a wholly owned subsidiary: New York © Guatemala 


City © Paris © Duesseldorf ¢ Ho * Singapore ® Kuala Lumpur ® Beirut; BANCA D’ AMERICA E D’ITALIA: over 60 Branches throuvhout Italy; CORRESPONDENTS WORLD-WIDE 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee, Coffee experts and the general public 
agree on,the eminence of their rich body, full 
flavor and .aroma, The U. S. taste for coffee 


has been built on Brazils. 


ey: 
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PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 
heartier coffee 


JQFFES & 





BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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Choalhien 
Coffees 


LEONIDAS LARA e HIJOS, LTDA. 





LEONIDAS LARA & SONS, Inc. 





| 
| 
| 


BOGOTA, COLOMBIA 
Cable Address: LORENA 





NEW YORK 5, N. Y. 
Teletype: NY 1-3368 


99 WALL STREET 


Telephone: Digby 4-8777 
Cable Address: NYLORENA 





LEONIDAS LARA e HUOS, G.m.b.h. 


| 
| 


H] 








PICKHUBEN 5, 
HAMBURG, GERMANY 
Cable Address: LORENA 
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Banking service also comes “as you 


At Chase Manhattan you'll 
find a “‘blend”’ of coffee experi- 
ence and banking facilities that 
hits the spot like a good cup 
of you-know-what. That’s be- 
cause Chase Manhattan spe- 
cialists come double-strength. 
They’re bankers who know 
the coffee trade. They’re fa- 
miliar with all facets of the 
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Chase Manhattan future headquarters 


business, too, from bean to 
brew. And they can serve you 
in practically any coffee-pro- 
ducing or coffee-consuming 
area of the world. 

Wherever you are . . . what- 
ever your problems may be... 
try this the next time you want 
results: Talk to the people at 
Chase Manhattan. Just put in 


like it” 


a call or write to the Interna- 
tional Department— 


THE 


CHASE 


MANHATTAN 
BANK 


CHARTERED IN 1799 
Head Office: New York 15, N.Y. 


Member Federal Deposit Insurance Corporation 








IMPORTERS OF COCOA, COFFEE 
AND OTHER COMMODITIES! 


A French Bank in the U.S., 
SOCIETE GENERALE 


NEW YORK AGENCY 
60 Wall Street New York, N. Y. 


is at your service. 


HEAD OFFICE 


29, Boulevard Haussmann Paris, France 





(established 1864) 
1400 branches throughout Metropolitan France, North Africa 


AND 


DAKAR and KAOLACK STATE OF SENEGAL 

CONAKRY REPUBLIC OF GUINEA 

DOUALA and YAOUNDE THE CAMEROONS 

ABIDJAN and DIMBOKRO REPUBLIC OF THE IVORY COAST 
BRAZZAVILLE and POINTE NOIRE REPUBLIC OF THE CONGO 
BANGUI CENTRAL AFRICAN REPUBLIC 


ALSO 
in LONDON and BUENOS AIRES 


Subsidiaries and Affiliates 


in BELGIUM, CUBA, GERMANY, LUXEMBOURG, SPAIN and SWITZERLAND 


Correspondents in all parts of the world 


a 
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It Pays io Trade . 


the Ruffner Way 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE 
IMPORTING AGENTS AND BROKERS 


Established 1896 


NEW YORK — CHICAGO —_ SAN FRANCISCO — NEW ORLEANS 
98 Front Street 408 W. Grand Ave. 214 Front Street 419 Gravier Street 


Good Coffee Deserves Good Brewing 
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GREETINGS 


to the 1960 Convention 
National Coffee Association 


C. A. MACKEY & CO.. INC. 


91 FRONT ST. 
NEW YORK, N. Y. 


NEW ORLEANS, LA. 


PORT AU PRINCE, HAITI 


CIUDAD TRUJILLO, 
DOMINICAN REPUBLIC 


REPRESENTING: 
LEADING PRODUCERS IN AFRICA 


REPRESENTING: 


JABOUR EXPORTADORA S. A. 
RIO DE JANEIRO | 
VICTORIA BRAZIL 
PARANAGUA 
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VACUUMPACKED COFFEE 
IN LINED CARTONS 


ORIGINALLY DESIGNED BY 


CHRISTENSSONS MASKINER 


BROMMA TELEGRAMS "CEKAMASKINER” SWEDEN 
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LEON ISRAEL & BROS., INC. 


COFFEE 
IMPORTERS 


NEW YORK SAN FRANCISCO NEW ORLEANS 
101 FRONT STREET 160 CALIFORNIA STREET 300 MAGAZINE STREET 


MEMBER OF 


NGA 


AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S/A (BRAZIL) 


Coffee Planters & Exporters 


SANTOS RIO DE JANEIRO PARANAGUA ANGRA DOS REIS 


ISRAEL (LONDON) LTD. General Agents for Europe 110 Cannon Street, London, E. C. 4, England 
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High grown — 
for high flavor 


The coffee growing areas in Guatemala’s 
highlands produce a coffee unequalled in 
flavor and aroma anywhere in the world. 


More and more U. S. roasters ‘are turn- #8 —_ 
ing to Guatemalans to give their blend wed 
111 WALL STREET 


NEW YORK 5, N. Y. 


that extra flavor, aroma and mildness. 


If these are the characteristics you want Telephone: 


for your blend, switch to Guatemalans. BOwling Green 9-661 6-7 
Cable: GUATCOFFEE 


Bulletin #5 is off the press and ready for 
distribution. Write for your free copy, today. 
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NEXT TO YOUR COFFEE CONTINENTAL PACKAGING SELLS BEST! 





Good things like these coffee best-sellers come in Continental packages! 
And whether your coffee comes to market in pre-ground, instant or whole bean 
form, there's a Continental bdg to package it best. Continental's exciting line 
has everything from kraft paper bags to sparkling foil laminations, equipped 
with many flavor-saving linings fo keep your coffee fresher longer! 


And in addition to knowing packaging materials thoroughly, Continental 
experts are also familiar with every aspect of automatic packaging equipment. 
Their automation experience offers you the most complete flexible packaging 
service in the industry. No matter what size or style bag you want, plain or 
printed, with almost any lining you need—call Continental today, and order 

a superbly-printed line of economical, effective coffee packages! 
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coffee . 


FLEXIBLE PACKAGING DIVISION 
CONTINENTAL E CAN COMPANY 


Mt. Vernon, Ohio 
South Gate, Calif, Columbus, Georgia 


Devon, Penn. Beaumont, Texas 
Newark, Ohio Milwaukee, Wisc, 
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CECILWARE 


for HOT COFFEE 


Coffee carriers with 2, 3, 5 & 10 gal. 
capacity have fiber glass insulation 
which gives 30% more heat retention. 
Prices start at $79. 


TYPICAL MEAL FROM 
ONE FOOD CARRIER 


72 
servings of 
vegetables 


100 
hamburgers 
n 
hot gravy 


HOT FOODS 
Food carriers (with 2 
same insulation fea- 
ture) carry up to 10 ye Sy 
gal. of a single food 
—or 4 aluminum 
containers fit into 
carrier to hold 9 qts. 
each of different 
foods. Prices start 
at $115. 


potatoes 


72 
servings of 
0 
stewed fruit 


See your dealer now about the com- 
plete Cecilware line of carriers and 
write for our new catalog #24 


CECILWARE-COMMODORE 
199 Lafayette St., New York 12, N. Y 
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THANEVER Burns Gives You the Best in Coffee Roasting 


ROASTER WITH 
EXTERNAL FLAME 


THERMALO PRINCIPLE ROASTER 


ROASTER WITH 
REFRACTORY TYPE BURNER 


BEST Any unprejudiced evaluation of the four most used methods of roasting coffee shows that 
the Thermalo principle of rapid re-circulation, low-temperature method is by far the best. 


ROASTING 
No one has yet discovered a better way of roasting coffee — ask anyone in the business! 


PLUS __ Burns latest model, continuous, automatic roasters give you this best-of-all roasting prin- 
BEST ciple in combination with the finest in automation. Burns automation is gadget-free — 
so efficient that it markedly cuts down labor, and so skillfully engineered that its simple, 
AUTOMATION , ; 
dependable operation can be managed even by ordinary help. You don’t need a specially 


educated engineer to run a Burns roaster! 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 


600 WEST 43rd STREET * NEW YORK 36, N. Y. 
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see record high for tea sales in 60 


CONSUMER DOLLAR SALES M8 Lt0us 
151 158 62 


C3 INGTANT TEA 


COTEA BAGS 





highlights from a report on industry trends 


to the recent convention of the Tea Association 


By W. J. COUSINS, Vice President 


In this article are highlights from the report by Mr. 
Cousins to the recent 14th annual convention of the Tea As- 
sociation of the U.S.A. 


What have been some of the changes since our report last 
year (see: COFFEE & TEA INDUSTRIES, December 1958, 
Page 63) that have a bearing on the tea industry? 

Population continued to expand by 2%—an increase of 
3,000,000 people—bringing the total in 1959 to 174,000,- 
000, and further increases to 180,000,000 in 1960 and to 
260,000,000 in 1980 are anticipated. 

I think that we can safely expect that some of these in- 
dividuals will be potential tea drinkers, and it will be the 
industry's job to sell them on the benefits of tea as a 
beverage. 

While personal income and consumer buying leveled, 
or declined slightly, during the first three quarters of 
1958, beginning late in 1958 both of these indicators have 
turned up and have been advancing ever since. Consumer 
buying power for the second quarter of 1959 was 7% 
greater than during the same quarter of 1958 and 17% 
above 1955. These figures simply indicate that despite 
high taxes and inflation, the American people have more 
money to spend and are enjoying the highest standard of 
living in history. 

We do not know what the fuil impact of the steel strike 
will be on personal income, although the latest figures 
available, those of August and September, show a modest 
decline from an annual rate of $384 billion in July to 
$381 billion in August and September. The best estimates 
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A. C. Nielsen Co. 


indicate that personal income will be between $380 and 
$382 billion in 1959, about 6% higher than the previous 
year, and predictions are that this trend will continue 
through 1960, 

Although many industries experienced some drop in 
sales during 1958, the retail food business continued to 
enjoy volume gains, Sales in the recession year of 1958 
at $46,600,000 were 7% higher than in 1957, and esti- 
mated sales for 1959 at $47,900,000 will be 3% higher 
than 1958, and 58% above 1951. 

While higher prices have contributed to this strong 
trend, it is important to note that food store tonnage for 
1958 was 43% above the base year of 1951, and is ex- 
pected to increase another 4% in 1959 to an index of 149. 
In addition, this healthy state traces to all sections of the 
country, Of particular significance is the fact that the 
basic packaged groceries have contributed substantially to 
this strong trend, although many food store operators have 
shown relatively more interest in the newer non-food 
items in recent years. Some of the old standbys have 
been growing faster than total grocery store sales, both in 
dollars and in units. 

It might be argued by some that the concentration of 
more sales in fewer outlets is not a desirable situation, 
but nevertheless this shift continues, and in 1959 approxi- 
mately 32,000 stores out of the total 370,000 accounted 
for roughly two-thirds of all grocery store dollar volume. 
Over the past few years, the most significant growth has 
been that of the super independent stores, which were 
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Importers 


to the Tea Trade 
since 1846 





Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5, N. Y. 


MEMBER: TEA ASSOCIATION OF U.S.A. 

















FOOD STORE TRENDS — TEA BAGS VS. PACKAGED TEA 
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practically non-existent in 1940, but now account for al- 
most 21% of total sales. 

How does the tea business compare with these economic 
trends that we have been reviewing ? 

Estimates, based on eight months of data, indicate that 
total grocery store tea volume should reach 83,500,000 Ibs. 
in 1959. If this occurs, and we have every reason to be- 
lieve that it will, tea sales will have reached an all-time 
high volume level, exceeding the unusual and probably 
abnormal peak of 1954, and will be 2% greater than in 
1958. 

Any strength in the tea market over the past five years 
has to be attributed to the continued growth of tea bags. 
Sales of this type of tea are expected to be 5% greater in 
1959 than in 1958, while packaged tea sales will be down 
2%. Since 1951, tea bags have grown in importance from 
42% of total tea volume to an estimated 60% in 1959. 
This compares with only 8% in 1940, 

There has been no appreciable change in the per capita 
sales of tea during the last five years, averaging a little 
better than 0.6 Ibs. per person during this time. How- 
ever, per capita consumption has grown a modest 6% 
since 1951, and if we eliminate that segment of the popu- 
lation under 15 years of age, the figure is a little more 
than 0.99%, and this is 12% higher than 1951. 

Almost 11,000,000 Ibs. of tea will have been sold to 
consumers in some type of special factory-pack reduced- 
price offers in 1959. This is five times as much as it was 
in 1951, and will represent about 13% of total tea volume. 

As there has been no marked change in per capita con- 
sumption during recent years, it would seem, then, that 
this type of promotion has not been too effective in gain- 
ing new users or increasing usage by regular tea cus- 
tomers. 

In terms of tonnage, how does tea compare with all 
commodities sold through grocery outlets? 


INSTANT TEA — SHARE OF TOTAL TEA 
CONSUMER DOLLAR BASIS 
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Since 1951, all grocery store sales, in terms of tonnage, 
increased 499%, while tea sales were up only 22%. Inci- 
dentally, this 22% growth is equally divided between the 
summer and winter seasons. 

Obviously, the tea industry doesn’t show up very well 
in this comparison but there have been some changes in 
this business during recent years which have served to 
becloud the issue to some extent. First of all, we have al- 
ready seen the sharp shift from packaged tea importance 
to tea bags, which in itself increases dollar volume, even 
though total pound sales may remain unchanged, Further- 
more, it is presumed that there are at least a few more cups 
realized from a pound of tea bags than from packaged tea, 
which, too, would tend to supress the over-all /onnage, but 
could mean higher dollar sales. 


If we analyze the tea market in terms of consumer 
buying prices, we have this trend: Dollar sales at the retail 
store level are expected to reach $192,000,000 during 
1959, up from $118,000,000 in 1951. This is an increase 
of 62% and compares very favorably with the 58% gain 
for total grocery store dollar sales, 

Some of the increase in dollars is due to the switch to 
the higher-priced tea bags but, if you recall, there is also 
22% more tonnage. Then, there is the addition of instant 
tea, but even eliminating the sales of this type of tea, the 
dollar market is up 58%, exactly the same as all commodi- 
ties in total. 

We all know that until recently there were only two 
major product changes in the tea industry since people 
have been buying tea. First was the change from bulk tea 
to package and the later shift from packaged tea to tea 
bags. However, recently, or at least during the past ten 
years, instant tea has been offered to the public, and cer- 
tainly could qualify as a major product change. 


There is little doubt that a substantial part of the 


(Continued on page 25) 
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THERE'LL NEVER BE AN ENCORE! 


No longer will consumers accept foam, froth, air in place of 
the real thing. No matter what the product, short measure 


means short life. 


To achieve encores for tea, the paper used for tea bags 
must assure prompt fullness of flavor and color. Anything 
less is considered as short measure. It is for this reason 
that our tea bag papers are designed to yield all of the 
full brew strength and true tea flavor that the tea 


within a bag is able to produce. 


C. H. DEXTER & SONS, INC. 
Manufacturer 
WINDSOR LOCKS, CONN. 
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Ask Aldine.. 
ALDINE PAPER COMPANY, INC. 


Distributor 
535 FIFTH AVE., N. Y. 17, NEW YORK 





Lipton Instant Tea goes national 


aS 





New impetus seen for soluble tea as biggest packer 


markets carefully researched product coast-to-coast 


Early this year—1960—Lipton Instant Tea is going 
national. It will go onto shelves in supermarkets and 
food stores across the country. 

Many years of research and millions of dollars were 
spent by Lipton to develop this addition to its line, ac- 
cording to Lipton News, company house organ. 

“Ever since instant tea was first introduced in selected 
markets in 1948 by other companies, Lipton has watched 
its progress closely,” Lipton News reports. 

“During this period, Lipton, through intensive product 
research, perfected an instant tea which will dissolve 
instantly in either hot or cold water; which, as a result 
of secret and patented processes, will not cloud even when 
left to stand in ice for a reasonable length of time; and 
which we feel will satisfy the millions of tea drinkers who 
enjoy the flavor, aroma and color of full-bodied iced or 
hot tea. 

Background on the product, the research and the mar- 
keting were reviewed by the Lipton publication. 


Blending methods similar 


Blending techniques and tea leaf quality are much the 
same in Lipton instant tea as in the regular tea and tea 
bags, but succeeding processes are quite different. 

To make instant tea, the leaves are brewed, and the 
resulting concentrate is processed to its dry or “crystal” 
form. 

“Most important is the fact that the fine Lipton aroma 
and flavor is locked in by these processes, with the ad- 
dition of malto-dextrin (carbohydrate), and a final drying 
of the concentrate at near-room temperature,” the report 
states.” Not only do the added carbohydrates help trap 
the flavor, but they also contribute in an important way to 
the cold water solubility of Lipton Instant Tea.” 

For the past 13 years, Lipton’s Research Department 
under Dr. A. J. Harriman, had been experimenting in the 
laboratory with various methods of producing an instant 
tea. For the last five years, this program has been accele- 
rated. Hundreds of variations had to be investigated for 
each phase of the new process. First efforts were con- 
ducted on a laboratory bench scale with glass tubes and 
retorts. This graduated in phases to a small-scale pro- 
duction pilot plant in Hoboken. 

The actual installation work was performed by Ho- 
boken building and research personnel, supplemented by 
a few outside contractors. Only authorized personnel 
were given access to this area, so technical innovations 
would not leak out to competitors, 

Direct responsibility for this process and product de- 
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velopment rested on Ed Seltzer, as chief research chemist, 
assisted by Fred Saporito as a chemical engineer. Dick 
Henderson, associate chemical engineer, also contributed a 
great deal to the development of Lipton’s instant tea. 
Much of the pure chemical research was done by the staff 
of Charlie Schroeder, chemical unit supervisor. 

Ernie Shalders, of the Tea Tasting and Blending De- 
partment, did the organoleptical work. He tested each 
experimental product with his experienced palate. Mr. 
Shalders tasted and helped select the laboratory products 
suitable for further research. 

The end result of all these experiments is an instant 
tea process unique in four major, patented, process fea- 
tures. 

Andy Yevick and Vivian Bruno, of the Market Research 
Department, handled most of the fact-gathering job re- 
lated to developments in the instant tea market. Mr. 
Yevick watched and reported on consumer sales trends 
nationally, as well as in selected test areas. Miss Bruno 
kept tabs on consumer reactions, preferences and attitudes 
toward the product. Market Research on instant tea has 
been going on for the last five years. 

Instant tea dollar sales, as a per cent of total tea dollar 
sales, have more than doubled since 1956. There is every 
reason to believe that instant tea is now in the same rela- 
tive position that was held by instant coffee before con- 
sumer acceptance swung strongly in its favor. 

Everett Maguire, Lipton’s consumer service manager, 
reports: “I have never seen a new product that has re- 
ceived such an enthusiastic and spontaneous response from 
our customers.” 


Full scale production 


After development of the process and selection of major 
processing equipment by the Research Department's En- 
gineering Research group, under Ed Seltzer, the job of 
installing the Suffolk, Va., instant tea plant as a full scale 
production process fell to the Engineering Department un- 
der Al Cuddeback, director of engineering. 

Joe Mondschein, project engineer, spent eight months 
at Suffolk supervising construction, installation of the 
equipment, and utilities. 

Fred Saporito, instant tea process manager, and Herb 
Hahn, process engineer, developed the control centers 
and instrumentation, and supervised installation of the 
sanitary process piping system for handling the product. 

Suffolk plant manager John Byrne selected the packag- 
ing equipment, which was installed by Suffolk employees 

(Continued on page 28) 
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how can you sell more tea in restaurants? 





By RAYMOND C. MATSON, President 


Highlights from the hard-hitting report by Mr. Matson 
to the recent convention of the Tea Association of the U.S.A. 
at The Greenbrier, White Sulphur Springs, W. Va. 


Medically, politically, economically—everything is good 
about tea except the way that we sell it. The indifferent 
quality and the generally poor attitude of restaurant ser- 
vice people toward this wonderful beverage makes the 
sale of it more difficult. 

Englishmen tell me that the one universally bad product 
in America’s restaurants is tea. Everything from the 
product itself to the way we deliver it to our customers 
almost surely mitigates against a quality product. 

Water of varying temperatures, cold china, incomplete 
infusion of the product, and over-dilution frequently re- 
sult in our delivering to our customers a pale looking, 
bland, tasteless beverage which infuriates the tea lovers 
and further worsens the appreciation for tea. 

Employee attitude in restaurants toward tea is far from 
For although they have been taught to be highly 
sensitive toward quality in the brown liquid, they are less 
Many of them 
think serving it is a damn nuisance which only complicates 
Any number of times | 
have watched the comedy of a waitress or waiter vainly 


healthy 
than indifferent toward your product. 
their already too-complex job. 


secking two unbroken tea pots or covers, only to watch 
them in the end give up and serve the tea to the customer 
in a pot with a broken spout, or minus a top. 

Recently, I witnessed this comic-tragedy from the cus- 


tomers end at one of America’s famous restaurants. Af- 
ter the waiter delivered the already late tea, the customer 
demanded a top for the tea pot. The waiter returned 
with six different tea pot covers, only one of which fitted 


the tea pot and one quarter of it was broken off. 

All I can conclude is, as of that night, there were four 
more restaurant customers in America who gave up the 
idea of ever getting a good pot of tea at a restaurant. 


National Restaurant Association 


I must now admit that all I have told you thus far 1s 
no mystery to you. But I must further say to you that as 
far as my personal observations are concerned, tea in 
restaurants is a far less important beverage than it was 25 
years ago. Perhaps your sales figures will refute this, but 
remember that there are 75,000 more restaurants today 
than there were then, and nearly 50,000,000 more 
Americans, 

Just one more comment and then I will get off the 
generalities. I became acquainted with tea when I was 
very young. It was used by my family, but the vast 
majority of youngsters today are milk drinkers, and at 
about the time that they go to college or to work they 
become “java” drinkers. 

It would be an interesting experience for you people 
to poll college and university feeding and industrial feed- 
ing operations to find out to what extent your beverage 
is called for by the younger generation. I am afraid you 
would be astounded at the results. I can only conclude 
from my limited observations that your problem is deep- 
ening in the days ahead. 

Now may I, based on my limited experience, make some 
suggestions to you. You may accept or reject these as 
you see fit, but remember they are passed on to you in 
the spirit of trying to build a greater market for a won- 
derful product. 

1. There never was a product that needed sex appeal, 
as tea does at this time in America. It’s nice to sell ro- 
mance, but it is better to sell a product. By that I mean 
that Americans eat and drink what they do because they 
like it. Uniformity of product is everything. All I know 
is that we are not purveying a uniformly good product at 
this time. 

2. Perhaps vacuum packing or some other processing 
method is the answer to your technical problems. But 
since the restaurant man does not grow or have control 
over the product until he serves it, I recommend that you 
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look closely at your tea processing techniques to give us 
a uniformly good product for our use, 

3. Giving a better image to tea is your public relations 
problem. But we cannot heip this image a bit in our 
restaurants if we continue to serve a lukewarm, apathetic 
beverage. 

4. From the restaurant man’s point of view, tea is just 
too difficult and complex to serve. Everything from 
securing adequate hot water to heated pots, to properly 
designed chinaware, makes tea a frustrating product to 
serve, 

5. You need to educate restaurant men and women to 
the importance of quality control in their own operations 
if you are to have a successful partnership with us in 
selling your product. You must bear in mind that your 
competitors literally make themselves a part of our busi- 
ness in order to insure a quality product for our customers. 
They have also helped to provide us with better, simpler 
and more accurate equipment for making a better product. 

6. Finally, in order to expand the market for tea it must 
be palatable to the customer and profitable to us. 

Perhaps in these few remarks there are no new keys 
to unlocking the mystery of, “Why not more tea?” Per- 
haps you know all that I have told you, but at least it does 
no harm to give you a restaurant man’s view of the con- 
tinuing mystery among our two groups. 

Perhaps the most important thing I have said to you 
is that my industry does not believe that selling more tea 
is our problem. Until such time that our two groups see 
the tea problem as a mutual one, little progress can be 
made through the country’s public restaurants in expand- 
ing your market. 


see record high for tea sales 
(Continued from page 21) 





growth in coffee consumption (per capita +22% since 
1951) has been traced to the development and promotion 
of the instant coffee products. 

Sales of instant coffee should be at an index of 571 
during 1959, almost six times the 1951 tonnage. Notice, 
too, that this is pretty much plus business, since regular 
coffee sales are up 7% from the base period, which indi- 
cates that a major product change does not necessarily 
mean the disappearance of the older type. After all, we 
still have packaged tea, and tea bags have been around 
for some 30 years. 

Let's look at the growth of instant coffee as a share 
of the total coffee market. In terms of consumer dollars, 
there was no appreciable change in this relationship from 
1946 through 1950, then modest increases occurred in 1951 
and 1952, Beginning with 1953, substantial gains were 
made by this type of coffee, resulting in a share of just 
under 30% of dollar sales in 1959. 

Now, I'm not predicting that instant tea will follow 
this pattern at all . I am, however, presenting this as a 
possibility, or an optimum result. There have been sev- 
eral factors that have been responsible for this significant 
progress made by instant coffee, the foremost of which 
probably is continuous improvement in product quality. 
Additionally, the favorable price differential per cup over 
regular coffee, and heavy advertising and promotional 
support, have been extremely important. 

In 1959, it ts expected that instant tea will account for 
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4.2% of total tea sales on a consumer dollar basis. There 
was practically no growth for this item between 1951 and 
1956, then increases were obtained during the next three 
ycars 

We feel that this type of tea is yet undeveloped, but if 
we can assume that we are at the same stage of the 
game that instant coffee was in 1949, theoretically, at 
least, instant tea in ten years, or in 1969, could account 
of the total dollar tea volume. 
Nielsen that 


“convenience” 


for 30% 

We know 
product classes were 
responsible for increases in total consumption. The house- 
wife is always looking for convenience, and who can 
She found it in the tea bag over packaged 
I don't know, and I 
doubt whether anyone else does at this time. But while 
she wants convenience, she also must have quality, as the 
failure of many convenience items introduced during the 


data there are many 


been 


from 


items have 


blame her? 
tea; she may find it in instant tea, 


past can attest 

Instant tea is not a panacea for the tea industry, but it 
is an avenue of approach to increased sales. 

YVhe data that we have reviewed has shown that the 
tea market has made some progress over the past few 
years—not in giant steps to be sure -but, nevertheless, at 
least keeping pace with the expanding population. 

The big job, as I see it, still is to convince the house- 
wife that tea is a good beverage and that her family will 
receive some benefit and enjoyment from its use. 

In my opinion, the recent discovery by two Japanese 
scientists that tea is helpful in combating the effects of 
atomic radiation won't help us much in expanding tea 


sales. It’s more basic than that. It has to be a continua- 
tion of the efforts that have already been made by the en- 
tire tea industry. 

From all indications, 1960 should bring another record 


high in tea sales. 


Canada’s Tea Council shows trade what 


to search out for Canadiana Project 

Canada’s tea men, who were urged to join ina hunt for 
historic Canadian mementos of their trade, were given a 
number of illustrations of what to look for when they 
met at the Chateau Frontenac for the recent convention of 
the Tea and Coffee Association of Canada. 

As Tea Council of Canada chairman R. Keith Porter 
announced the Canadiana Project, attendants unveiled a 
miniature tea museum assembled especially for the con- 
vention. 

Included in the 25-odd exhibits was a metal tea blender 
used by Bury’s Grocery Store in Toronto in 1840. Tea 
was blended according to the customer's palate and 
pocket. 

Tea is, in fact, one commodity which cost more a 
century ago than it does today, as two other objects in 
the exhibtion show. These are two handwritten invoices, 
billing a customer for two pounds of tea at 16 shillings 
(two dollars at today’s exchange rate) per pound. 

A mahogany tea chest used in Canada in 1830 contains 
two compartments for different types of tea, and a center 
glass section for blending the two varieties. 

A detailed model of the tea clipper, Cutty Sark, was 
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also on display. Ships like this, built in the Maritimes, 
and manned with East Coast crews, were famous through- 
out the world. 

Other objects that played a part in early Canadian his- 
tory and which have been unearthed by the Tea Council 
of Canada, include an 1850 kettle with a base designed to 
fit into a stove-hole; a combination kettle and teapot used 
in Canada in 1830; tea advertisements published in 1828; 
handle-less cups and saucers, and a wooden oval tea caddy. 


Salada advertising campaign centers 


on Bostonian’s appreciation of tea 


The Bostonian’s love for tea is the theme of a new ad- 
vertising campaign by Salada Tea now running in news- 
papers in 35 markets. 

The ads are provocative, showing no package or Salada 
identification. The iilustration shows a huge tea cup bear- 
ing the simple catchline: “What is the #1 tea in Boston?” 
Reference to Salada, as Boston’s favorite tea, appears only 
in the caption copy. 

The copy stresses the fact that Boston is the “#1” tea- 
drinking city in the United States—a pre-eminence dating 
back to the time of the Boston Tea Party. Hence, the 
copy reads: ‘Bostonians know their tea and they taste the 
difference in Salada. Boston appreciates it, . .so will 
you!” 

The claims that Boston is the nation’s tea capital and 
Salada is Boston’s top tea are backed by a Tea Council 
survey and other independent studies based on Boston's 
annual per capita consumption. 
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Salada Tea, with headquarters in the Boston area, dates 
back to 1886. 

The advertising schedule includes full page Sunday 
supplement insertions. 

It represents Doyle Dane Bernbach’s first campaign 
since the agency was awarded the Salada-Shirriff-Horsey 
account this fall. 


Larsen named to head up marketing 
for Salada Tea; Colpitts in purchasing 


Robert L. Larsen has been named marketing manager 
for Salada Tea, it was announced by Charles J. McCann, 
director of sales and marketing, Salada-Junket Division, 
Salada-Shirriff-Horsey, Woburn, Mass. 

Educated at Wayne University, Mr. Larsen joined Salada 
in 1934 as a salesman, progressed to district manager and 
most recently to sales manager. He succeeds John W. 
Colpitts in his new post. 

Mr. Colpitts has been named associate director of pur- 
chases for the division. 

Other appointments included the naming of W. B. 
Ilorsey as assistant marketing manager for Salada. 


Key to iced tea vending? 

Vending of iced tea has faced the problem of ice in the 
cup. Without it, the beverage is a cold drink, rather than 
an iced one. 

Now comes a possible answer. APCO, Inc., has a 
vending machine which shaves ice into the cup. 

The APCO unit vends soft drinks. 
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Lipton Instant Tea goes national 
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working under maintenance foreman Wayne Jubenville. 

Many new utilities had to be installed at the Suffolk 
plant to serve the new processing machinery: two new gas 
or oil-fired boilers, each producing 20,000 lbs. of steam 
per hour; a large three-cell 3,200 gallons-per-minute water 
cooling tower; a refrigeration plant; structural supports, 
platforms and walkways. 

Electrical service to the Suffolk plant had to be doubled 
to meet instant tea requirements, This required a new 
underground high voltage service, transformers, a main 
switchboard and distribution panels. It was necessary for 
the local gas company to install a mile-long pipe to supply 
sufhcient gas for Lipton’s new needs. 

Actual construction of the new plant took eight months, 
and according to Joe Mondeschein, “It was a ‘pipefitter’s 
nightmare’. There are literally miles of process and 
utility piping in the new installation.” 

The tremendous size of the drying chamber presented a 
special transportation problem. The dryer was so large, 


it projected over the sides and ends of the railroad flatcar. 
As a result, the shipment required special routing to pro- 
vide adequate clearance through tunnels and over bridges. 
On some portions of the route, it could be moved only 
when no other trains on adjacent tracks would be passing 
the dryer freight car. It took about one month to move 
the dryer from the manufacturer in Wisconsin to Suffolk. 

The story behind the Lipton Instant Tea story is one 
of diligent effort and close teamwork spanning 13 years. 


India to build factory to make 


tea processing machinery 


Two new plants—manufacture tea processing machinery 
and a new type tea roller designed and patented in 
India—have been approved for construction in that coun- 


try. 

"The processing machinery will be made by a foreign 
firm with Indian capital participation. With these plants, 
domestic needs will be met and some capacity made avail- 
able for export. 

The value of production of tea machinery increased in 
1958 to $1,498,350, from $1,213,800 in 1957. 
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What’s happening in coffee ? 


What's happening in coffee? 

Men in the field, and allied to it, are always eager to 
know. They're especially eager now, as we move into a 
new year 

This is, 


“looking ahead” in convention assembled. 


and a new decade. 
moreover, the month the coffee industry is 


That's why the pages which follow are so important. 
They represent what is probably the single most compre- 
“What's happen- 


ever to appear in an industry publication. 


hensive examination of the question — 
ing in coffee?” 

There are more than 60 articles in the ‘‘fact-reference” 
section starting on the next page. They study all aspects 
of coffee global, United States, the Latin Americas, 
Africa, Europe. 

Moreover, they dig into specific facets of these broad 
subjects. For the United States, for example, articles look 
into trends, marketing, solubles, science, public feeding, 
brewing equipment, vending, coffee machinery, packaging. 

The material is certainly comprehensive. Even more to 
the point, however, is what the articles say. 

Some are simply informative. They bring together de- 
tails on developments and in some cases project from 
these facts into the future. 

This is attempted in one of the most difficult, yet vital, 
areas of all, in “Long term trends in coffee’ (Page 34). 
Here is how the author, coffee analyst Irwin Shishko, sets 
for himself the questions he tries to answer: 

“In recent years, an ‘over-production’ crisis has again 
engulfed the coffee world. We wonder: how long will 
the crisis last? Will it be alleviated or intensified in the 
season to come? The answer depends, in large part, on the 
policies pursued by governments throughout the world. But 
the tenacity of the surplus problem is also affected by 
tendencies inherent in the present production picture. 

“In this article, we want to examine the growth of world 
production and its prospects for the next three to five years. 
While we are concerned with overall figures, our interest is 
equally keen in the pattern of increase in production, Not 
only does this pattern shape the relative prices of different 
growths, it also determines the incidence of the support 
burden, In what areas are surpluses most troublesome? 
What is the remedial action most urgently needed?” 

A different kind of world summary is provided by Dr. 
James Wood (‘The past year in coffee’, Page 40). It was, 
Dr. Wood, emphasizes, an unusual year in many ways — 
the volume of coffee moved, the quality of the coffee, the 
international accords, the relative stability of the market 
in the face of big crops and surpluses. 

Some of the articles are less fact than opinion, and 
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frankly so. You may or may not agree with Robert Swan- 
son (‘Should we touch the sacred cows?” Page 45). But 
you will, undoubtedly, be jogged by it. 

New organizations have come into being which can have 
a significant impact on coffee. As part of the International 
Coffee Agreement there is the Promotion Committee 


which has the imposing task of guiding efforts to enlarge 


the world market. 

How is this committee going to tackle it? In how many 
countries will it operate? What will be its relationship to 
the Pan-American Coffee Bureau? 

These are some of the questions answered by the chair- 
man of the Promotion Committee, Andres Uribe, in the 
interview on Page 78 (“What's the outlook?’’). 

In this pattern is another new organization, the European 
Coffee Bureau. What this group is, and what it will do, 
is explained on Page 124 by its president, Rene de Haes. 

In “The Soaring 60's and you” (Page 49), Jack 
Durland warns regional roasters that they've got to antici- 
pate the stiffest competition ever. 

“Unless the small and medium sized local and regional 
roaster is willing to concentrate on increased volume, re- 
gardless of normal profit, many of our fellow roasters will 
not be around to enjoy the great period of prosperity which 
lies ahead,” Mr. Durland states bluntly. 

Changes are ahead even for coffee’s newest, and lustiest, 
segment — solubles. Earle H. Selby, chairman of NCA’s 
Instant Coffee Committee, reviews the astonishing advances 
made by the product, and indicates some developments to 
come (‘Instant coffee—a decade of progress’, Page 59). 

“Aside from improved manufacturing techniques, which 
today produce an instant coffee that is quite satisfactory in 
the cup,” he comments, “the race is on in laboratories to 
find a way to capture real fresh-coffee aroma and keep it 
in the jar and in the cup. This break-through seems 
néae.. i 

Changes are also probable in the way instant coffee is 
processed, according to Albert C. Foster, a consulting engi- 
neer with a background in this field. In ‘Instant coffee 
processing . . . a look into the 60's” (Page 62), he sees 
such developments as continuous systems, from roasting 
through drying. 

The pertinence of the articles in the “fact reference’ 
section is a tribute primarily to the alertness and under- 
standing of the authors. 

These men, all responsible figures associated with coffee, 
through their cooperation have made available material in 
depth as background for the 49th convention of the Na- 
tional Coffee Association. 
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“Fach year, for the next ten years, 1,000,000 


more teenagers will inhabit our marketplace . . . 


, 


By JOHN P. McKIERNAN, President 


This is being written at a time of year when there are 
two things which you can’t rent for love or money. It’s 
the peak season for both. One ts a Santa ¢ laus suit and 
the other is a crystal ball. Our proceeding to do without 


them should at least assure realism in this article 


While this year’s conven 
tion theme is “Coffee Looks 
Ahead,” it is not our inten 
future 


tion to view. the 


rose-c olored 
glasses, (These incidental 
ly, are also much in demand 
at about this time of year!) 
Instead, we'll try to com- 
bine the use of a telescopic 


through 


windshield with a rear-view 
mirror or, in short, to utt- 
lize the past year as an indi- 
cator of what's ahead. 

In May, 1959, one of the association’s most important 
contingents, the Foreign Affairs Committee, found it 
necessary to issue a restatement of policy on the subject 
of coffee surpluses. This committee was first established 
in January, 1958, for the specific purpose of working with 
the U.S. government and the governments of producing 
nations in seeking sound solutions to the problem of 
surplus coffee. 

The circumstance which prompted the committee to 
clarify its position last May included persistent and re- 
curring rumors that the U.S. government was preparing 
to impose import quotas on coffee. The principal point 
of the committee's restatement of policy was a conviction 
that, if and when an emergency situation is declared by 
the U.S. government, then and only then should standby 
regulations be introduced. 

Six weeks after that affirmation was sent to all associa- 
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tion members, Thomas Mann, Assistant Secretary of State 
for Economic Affairs, replied to a letter from the com- 
mittee’s chairman. “There is no intention at this time,” 
said Mr. Mann’s response, “to impose import quotas on 
coffee. If in the future an emergency should arise—and 
we do not foresee that it will—we shall, as always, consult 
in advance with the Foreign Affairs Committee.” 

True, there is little or no talk now about import quotas 
on coffee. It is even highly improbable that they will 
again become topical in the near future. But our constant 
contact and correspondence with Secretary Mann, reflect- 
ing as it does the close and excellent liaison which the as- 
sociation enjoys with key government officials, should as- 
sure us that the future will bring no surprise moves in 
Washington which will affect the coffee industry. 

In January, 1959, we saw action which manifested other 
association policy. This was the receipt of official notice 
that the president of Mexico had imposed « new tax on 
the export of instant coffee. The tax adjustment, request- 
ed by the association, eliminated preferential treatment 
which had been accorded instant coffee exports. Our pe- 
tition stemmed from the association’s view that there 
should never be preferential treatment of any kind in this 
matter. And now, looking ahead, we hope that 1960 will 
bring success to our efforts to obtain a similar equalization 
of taxes on instant and green coffee exports from Guate- 
mala. 

One of the most important developments to which cof- 
fee can “Look Ahead” during 1960 is the hope of an 
appreciable expansion of funds earmarked for the pro- 
motion of coffee by the Pan-American Coffee Bureau. The 
year 1959 saw an innovation whereby the Association, 
acting in a liaison capacity through its Coordinating Com- 
mittee, helped to raise about $1,000,000 for the Bureau’s 
advertising program by auctioning coffee. 

The committee was formed at the request of the 
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Bureau's president. The terms under which the associa- 
tion agreed to serve as coordinator included the stipula- 
tions that the sale of the coffee would be confined to the 
green coffee trade of the United States, and that it would 
be conducted by means of sealed bids. To date, two of- 
ferings of Brazilian coffee have been sold, realizing about 
$1,000,000. 

Other committees which will surely continue their 
activity during 1960 include the U. S. Army Advisory 
Committee and the Institutional Advisory Committee. 
The former, charged with inspecting green coffee pur- 
chased for use by the military, certified 597,854 bags in 
1959. The latter committee, which renders a similar test- 
ing service to public and private institutions, conducted 
216 tests of roasted coffee. 

One of the purposes of the National Coffee Association, 
as it is spelled out in our constitution, is to promote the 
use and consumption of coffee. While it is true that most 
of the association’s activities can be, either directly or in- 
directly, related to the promotion of increased consump- 
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tion, none is more concentrated on this goal than our 
public relations work. And here, again, the records of 
the past year augur well for the future. 

Our most eloquent and busiest “spokesman” is the 
award-winning motion picture, “The Magic Cup.” This 
film was telecast at an average rate of better than ten 
times mentbly during 1959, reaching a total estimated 
audience of 3,988,500. It was also shown before school 
and club groups 2,849 times during the year, or at an 
average frequency of eight times daily. Significantly 
enough, the demand for prints of ‘The Magic Cup” has 
actually accelerated since its release date three years ago. 
Computed by its screening pace during 1959, the film will 
have been seen by 15,500,000 persons by the end of 1960. 

But of all the changes to which the association and the 
coffee industry can look in the years ahead, certainly none 
are more salient than those which will alter the size and 
character of the beverage market. And of all the changes 
in that category, none demands more attention or re- 
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Monday, January 11 


8:50-9:20 a.m.—Coffee time (lobby). 9:30—Ses- 
sion opens. Presiding: Thomas ]. Prettyman, Chiarman, 
National Coffee Association. Welcome and intro- 
duction of honored guests. Speakers: Rear Admiral 
Laurence H. Frost, U.S.N., Director of Naval Intelli- 
gence. John F. McKiernan, NCA President. Miguel 
A. Cordera, Chairman, International Coffee Agreement. 

12:45 p.m.—Fishing tournament (box lunch served 
aboard boat). 1:00—Men’s golf tournament. Ladies’ 
golf tournament, 2:00—Tennis tournament, 3:00 
Bridge and canasta tournament, 6:30—Chairman’s 
reception (Cloister Garden). 8:00—Dinner and danc- 
ing (Patio Royale). 


Tuesday, January 12 


10:00 a.m.—Committee meetings. 

12:45 p.m.—Fishing tournament (box lunch served 
aboard boat). 1:00—Men’s golf tournament, 1:30— 
Ladies’ golf tournament. 2:30—Style show (Cabana 
Club), Tennis tournament finals. 7:30—Steak roast 
(Cabana Club). ’49er Gold Rush Party. 


Wednesday, January 13 


8:50-9:00 a.m.—Coffee Time. 9:30—Business ses- 
sion. Presentation: “What's the Big Idea?’ Intro- 
duction by Joao Roberto Suplicy Hafers, President, 
Pan-American Coffee Bureau; Charles H. Brower, 
President, Batten, Barton, Durstine & Osborn, Inc.; 
Whit Hobbs, Vice President, BBDO. 





1960 NCA Convention Program 


Panel discussion: “What's ahead...” For institu- 
tional markets—Philip 1. Eisenmenger, Vice President, 
Standard Brands Inc.; for instant coffee—George Har- 
rison, President, United Instant Coffee Corp.; for cof- 
fee vending—K. Cyrus Melikian, Chairman, Kwik 
Kafe Coffee Processors of America, Inc.; for regular 
coffee—Jerome S. Neuman, President, Martinson’s 
Coffee, Inc. Moderator: John F, McKiernan. 

Address: “The Future Begins Now’, Gene Flack, 
Sales and Advertising Counsel, Sunshine Biscuits, Inc. 

12:45 p.m—Fishing tournament (lunch served 
aboard boats). 1:00—Playoff for Pan-American Cof- 
fee Bureau Golf Trophy. 2:30—Softball game, green 
vs. roast (South Lawn). 6:00—Reception. Host: 
Pan-American Coffee Bureau. 8 :00—Dinner. 


Thursday, January 14 


8:50-9:20 a.m.—Coffee time. 9:30—Business ses- 
Presiding, Thomas ]. Prettyman, Presentation: 
“The Soaring Sixties’. Arthur J. Larkin, General 
Vanager, Maxwell House Division, General Foods 
Corp. 

Annual meeting of members of National Coffee As- 
sociation (for regular and allied members only). Re- 
ports: Chairman, Treasurer, Foreign Affairs Commit- 
tee, Public Relations Committee, Instant Coffee Com- 
mittee, Resolutions Committee, Nominating Commit- 
tee. Election of officers and directors. 

8:00 p.m.—Annual banquet (Patio Royale). Pre- 
sentation, Pan-American Coffee Bureau Golf Trophy. 
Entertainment, dancing. 
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How long will the crisis of “overproduction” last? 


Will it ease in the seasons to come? Or intensify? 


By IRWIN SHISHKO, Coffee Analyst 
Merrill Lynch, Pierce, Fenner & Smith, Inc. 


In recent years, an ‘‘over-production” crisis has again 
engulfed the coffee world. We wonder: — how long will 
this crisis last? Wé£ll it be alleviated or intensified in the 
seasons to come? The answer depends, in large part, on 
the policies pursued by governments throughout the world. 
But the tenacity of the surplus problem is also affected by 
tendencies inherent in the present production picture. 

In this article, we want to examine the growth ot 
world production and its prospects for the next three to 
five years. While we are concerned with overall figures, 
our interest is equally keen in the pattern of increase 
Not only does this pattern shape the 
different growths, it also determines 
what areas are 


in production. 
relative prices of 
the sncidence of the support burden. In 
surpluses most troublesome? Where is remedial action 


most urgently needed ? 


The postwar expansion 


Since the end of World War II, world coffee produc 
tion more than doubled—rising from 32-33,000,000 bags 
to over 67,000,000 in 1959/60. In this period, Brazil's 
crops grew from 17,000,000 to 35,000,000 bags; yet out- 
lets for Brazilian coffee expanded very little. As a result, 
the surplus problem developed first—and most formid- 
ably—in Brazil. 

Meanwhile, production in the other Latin American 
countries climbed from about 11,500,000 to 19,500,000 
bags. In this case, however, consumption rose to very 
nearly the same extent. A limited surplus stock was built 
up in Colombia, and minor additions to carryovers were 
made in a few Mild countries. 

In Asia-Oceania, production recovered fairly quickly 
from a cataclysmic wartime decline. It has not yet shown 
any great additional expansion power, and talk of sur- 
plus there has had little relevance, except to prices. 
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The greatest postwar rate of advance was scored in 
Africa. Production more than tripled in the 15 years 
since World War II. Outlets were found for the bulk of 
this production, thanks partly to the European stake in 
Africa, but also due to the vast growth in use of instant 
coffee (in which African coffees found readier accep- 
tance), However, the last two seasons have witnessed the 
emergence of troublesome Robusta carryovers. 

We shall return to this subject later. The point here 
is that, until now, many producing countries have been 
spared an acute surplus problem. This may not be true 
much longer. The “crisis” in coffee is just beginning to 
be worldwide. 


Looking ahead 


Forecasting prouction presents obvious difficulties. Na- 
ture is always capricious. At intervals, frost or drought 
has caused major losses to production in Brazil, and may 
do so again. Even after vast growth of world supplies, 
bad weather in Central America or Colombia could cause 
a temporary scarcity of milds. 

Even if we could foretell the weather, accurate predic- 
tion would not be easy. It would require knowledge of 
population, productivity and age distribution of coffee 
trees. This sort of information is scant. Moreover, 
comparatively little is known about government aims and 
actions—programs to rehabilitate old plantations or to 
uproot “uneconomic” coffee trees. Allowance must also 
be made for price factors. Obviously, the tendency to cut 
back production will be accentuated if coffee prices de- 
cline further. 

Although forecasting presents difficulties, the effort 
will be rewarding. At the very least, it is worthwhile to 
consider where recent trends would lead if they developed 
further. 

Flavor Field 
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Available statistics afford a picture of the development 
of production (in total and by major areas) over the last 
four decades or longer. Unfortunately, the data for the 
earlier years is quite rough, but it helps to sketch an ap- 
proximate long-term picture. The reader may find that 
the charts which accompany this article are quite interest- 
ing, in themselves, and warrant close scrutiny. In pre- 
paring these charts, we have taken available production 
data and have drawn in an approximate moving average 
(to smooth out erratic fluctuations). These “‘lines of fit” 
reflect both the trend and cyclical pattern of changes in 
production, Next we have tried to make projections of 
future production based on these trend-cycle patterns. 
In so doing, we have allowed (wherever possible) for 
circumstances influencing crops in particular producing 
areas. 


The picture, by areas 


In Brazil, the goliath of the producing world, the land 
area devoted to coffee has expanded by an estimated 27% 
since 1952. The rate of growth in acreage now seems to 
be levelling off. However, for most planters, coffee grow- 
ing is still a profitable enterprise. According to one Bra- 
zilian authority, production costs per bag vary from about 
1 to 2,000 Cruzeiros. In relation to these costs, prices 
still seem remunerative, 

Other factors are less encouraging. About one-third of 
Brazil's tree population is believed to be ancient or of 
very low yield. Moreover, of an estimated 30% of 
Brazil's trees under six years old, a sizeable proportion is 
on new soils. ‘These soils of western Parana run into 
sands and may not be expected to maintain the produc- 
tion capability for as many years as the heavier soils.” 
(Foreign Agricultural Circular, October 6, 1959.)  Pro- 
duction in this state is especially variable, according to 
weather conditions. 

An exceptionally high level of production has been 
reached in Brazil this season. The total is estimated at 
around 35,000,000 bags and may prove much higher. The 
excess (above export and domestic requirements) will 
be more than production in all of Africa. 

According to present forecasts, Brazil's crop will be 
30% less next season. Thus, while our trend line 
suggests a fairly substantial growth in the next five years, 
crops would do well to average near the 1959/60 level in 
the coming five-year period. Even so, a production of this 
stature implies a huge and continuous stock accumulation. 
Aggressive marketing efforts could shift a part of this 
burden (but we would guess only a fraction) to other 
producer countries. 

In the 25-year period up to the end of World War II, 
Colombian production advanced with a full and regular 
stride. (Colombia and Africa were the two major areas 
where production continued to expand through the war 
years). The rate of advance tapered off immediately af- 
ter World War II. It seems to have accelerated a bit in 
the last few years, but vast gains are not expected. For 
one thing, the government has been encouraging the 
planting of alternate crops. This is expected to have 
some restrictive effect on coffee, although the conditions 
in many locales are difficult for alternate crops. Im- 
provement in cultural practises and especially greater use 
of fertilizers should help to create a modest expansion of 
Colombian production. 

In many other mild countries, progress has been 
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achieved in cultural practises. New trees are high yield- 
ing, and government efforts have been made to rehabili- 
tate plantations and replace old trees with new and im- 
proved varieties. However, the growth of acreage seems 
to be levelling off in most cases. Gains are expected in 
a few countries. Elsewhere, only limited growth is likely. 

On the whole, modest advances are looked for in the 
mild producing countries of the Americas. Optimism is 
warranted, partly because production still seems profitable. 
Authorities estimate that in most cases cost of produc- 
tion per Ib. is 25¢ at the maximum, sometimes much less. 

A brief glance at the accompanying charts reveals that 
the most spectacular growth of production in the last 
four decades has been scored in Africa. The rate of ad- 
vance slackened moderately in the 30's and more so in 
the years of World War II]. However, even then, large 
absolute advances were achieved. And the growth rate 
leaped higher again in the 1950's. 

According to the U.S.D.A., new plantings have con- 
tinued and the production uptrend is still vigorous in 
Angola, the Belgian Congo and Uganda. In Kenya, 
about 70% of the existing acreage is new planting, or 





Total World Coffee Production 


(USDA) Projected Projected 


1959/60 1962/63 1964/65 
Brazil 35.0* 35.0 37.5 
Colombia 8.0 8.5 9.0 
Other Americas 11.4 12.0 12.5 
Africa 10.6 14.0 15.5 
Asia-Oceania 2.4 2.8 3.0 
TOTAL 67.4 72.3 77.5 











* Since this last USDA estimate, it has become clear that 
Brazil's production will be higher. 


young trees that have not come into bearing yet. Through- 
out French Africa, the production trend also seems to be 
strongly upward. It remains to be seen whether the 
accumulation of burdensome carryover—especially in the 
French zone—will result in government policies more 
discouraging to the growth of production, Otherwise 
there is still a strong upward dynamic trend in Africa, 
suggesting another appreciable jump in the next five years. 

In Asia-Oceania, the postwar years saw production re- 
stored to prewar levels, Small additional gains are antici- 
pated, especially in India. That country now has a long- 
range development plan wh'ch, it is said, will bring 
larger crops and increased export availables. 

On the whole, a great deal of new planting has taken 
place in most producing countries in the last five or ten 
years, On this basis alone, we are persuaded that the 
present tendency for production to advance still has some 
years to run. (In this connection, we may observe that 
production continued to climb, though at a diminishing 
rate, for five or six years after the onset of the great de- 
pression of the 1930's.) 

In the last two years, prices have come down appreci- 
ably from the high plateau of 1950-56. However, it is 
unlikely that the decline has been severe enough to dis- 


While prices are 


courage production in many areas. 
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not at “disaster” levels, there may be other circumstances 
which will help to curb coffee culture. For one thing, 
farmers in some countries find more inviting opportunt- 
ties in other crops. It is also possible that government 
action to restrict coffee production and diversify agricul- 
ture will exert some of the restrictive influence on coffee 
that would otherwise come about through more drastic 
price decline. 

However, all things considered, we would be surprised 
if the rate of growth of production in 1960-65 was not 
equal to or better than the rate of growth in 1930-35. 


A statistical projection 


Considering the trend-cycle patterns and reports from 
various producing areas, we believe world production may 
expand 5,000,000 bags in the next three years, and an 
additional 5,000,000 in the ensuing two years. If any- 
thing, the increase might be greater. The probable com- 
position of this production is indicated in the accompany- 
ing table: (Please note that these figures cover total, not 
only “exportable,” production.) 

What conclusion can we draw from this analysis? We 
have already suggested that total world production will 
probably expanded by 10,000,000 bags or more in the next 
five years. 

It is just conceivable that world usage might rise to 
the same extent, given exceptionally favorable circum- 
stances—a prosperous world economy, removal of some 
burdensome European taxes on coffee, the opening up of 
“new markets,” and effective promotion in traditional 
consuming areas, 

At best, the annual surplus seems unlikely to diminish 
in the coming year. This season (1959/60), world pro- 
duction is expected to exceed use by well over 12,000,000 
bags. Because of an expected decline in Brazilian produc- 
tion next season, that country’s surplus will be less. How- 
ever, the average annual addition to world stocks over 
the coming five year period could be 15,000,000 bags or 
more, 

The “surplus” in producing countries will amount to 
about 40,000,000 bags when this season ends (about 80% 
in Brazil). Unless the onward march of production is im- 
peded, the excess world carryover at the end of the 1964/65 
season may be near 100,000,000 bags—enough to supply 
the entire consuming world for two years (at a projected 
rate well above present annual usage). If this analysis is 
correct, it strongly supports the view that production re- 
strictions are an essential requisite to any long-term price 
stabilization. 

Of the increase projected for world production, a rela- 
tively small part is attributable to Brazil. This is mainly 
because the present season is a very high jumping off 
point, Based on average Brazilian production in the last 
few seasons, the Brazilian growth trend is pronounced. 
For all of the mild countries (including Colombia, other 
Americas and Asia-Oceania) the outlook is for a modest 
increase of around 3,000,000 bags in the next five years. 
Conceivably consumption of milds will very nearly keep 
pace with crop expansion. 

Africa has enjoyed the most rapid increase in rate of 
production, and no change in this trend is indicated for 

(Continued on page 80) 
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what’s the 


an interview 
with Andres Uribe, chairman 
Promotion Committee, 


International Coffee Agreement 





Question: Mr. Uribe, can you indicate the approach 
of the new Promotion Committee of the International Cof- 
fee Agreement to the problems entrusted to it? 

Answer: Yes, I think the main outline is quite clear. 
First of all, we have to approach our problem on a long- 
term basis, say for the decade of the 1960's, which is just 
beginning. We have to see ourselves functioning within 
the broader framework of general economic conditions 
and the needs and desires of consumers. 

Question: And how do you see the coming decade in 
economic terms 7 

Answer: To make it more concrete, let me restrict my 
answer specifically to the situation in the United States. 
Here an important factor is the population increase, pro- 
jected as 160, which will bring us from 180,000,000 to 
208,000,000 by 1970. Even more important for us will 
be the spectacular increase in the 18- to 24-year-olds. This 
group will grow 52%, as compared with only 2% in the 
1950's, The importance for coffee is obvious, because 
that means a great addition to the coffee-drinking popula- 
tion 

Question: What about the purchasing power of this big- 
ger population? 

Answer: The economists project the reaching of the 
“half-trillion dollar” economy in this country in 1960, 
and a further increase to $700 billion by 1970, a 40% 
growth, This means that the quantity of goods and ser- 
vices will grow about twice as fast as the population. All 
of that adds up to a greater quantity and proportion of 
discretionary income, money available to satisfy needs 
over and above the basic ones of essential food and cloth- 
ing. The trend will be towards quality, and here again 
coffee can make extreme progress. 

Question: Does this new era not bring threats as well 
as promises for coffee? Is it not possible, for example, that 
this decade may see the realization of the dream of synthetic 
coffee? 

Answer: The danger always exists, but we have no rea- 
son to believe that it is any greater than before. The situ- 


38 COF 


outlook ? 


ation was reviewed carefully a few months ago, when a 
much publicized announcement was made, and we found 
nothing to justify the claim that synthetic coffee may be 
only a short time distant in the future. On the contrary, 
we are convinced that current research into coffee flavor 
and aroma are going to provide techniques to permit the 
coffee drinker to get each year a higher proportion of the 
flavor of the roasted coffee. This is a problem not only 
for the solubles, but also (to a smaller extent) for regular 
coffee, A considerable loss of flavor occurs in grinding, 
even under current optimum conditions, and additional 
loss occurs by exposure of the ground coffee to the air. 
The vacuum pack represented a real break-through in the 
latter area, but we do not think that it provides by any 
means a total solution of the problem. I am confident 
that research during the 1960's will improve coffee to an 
extreme degree, and of course every improvement in the 
natural product makes it that much more difficult and ex- 
pensive for those whose aim is a substitute. Remember, 
too, that higher living standards are going to militate 
against a substitute, because they will mean less stress on 
the price factor and more on that of quality. 

Question: What kind of organization do you propose to 
set up for the promotion work of the International Coffee 
Agreement? 

Answer: We anticipate a good deal of flexibility in re- 
lation to different situations, Basically, however, we con- 
template the setting up in countries where they do not 
now exist of organizations similar to the Pan-American 
Coffee Bureau, which presumably will become the official 
organ for its area of operation, namely, the U.S. and 
Canada. Each organization will, in its region or country 
of operation, promote the coffee of all member countries 
of the International Coffee Agreement. 

Question: Do you plan, then, to function in every country 
of the world? 

Answer: I certainly hope that such will be the case be- 
fore too many years. At present, however, our mandate 

(Continued on page 78) 
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the past year in coffee 


A Coffee Convention “Fact-Reference” Feature 





Some unusual things happened, such as new highs in U. S. 


and world imports. They're likely to shape what’s ahead. 


By DR. JAMES E. WOOD, 


4 most unusual one in 


The 
the history of the world coffee industry 
the standpoint of the volume of coffee moving in inter 


calendar year Just past was 


This was true from 


national trade 
idherence of certain of the African producers to the new 


Cottec 


ment and the commitment of 


the apparent quantity of coffee consumed. the 


International Agre 
parallel support for the agree- 


ment by two other African 
producers; maintenance of a 
relatively stable market dur 
ing much of the year, despite 
the size of the world coffee 
crops in the current and two 
preceding and 


crop years; 


from certain other — stand- 


points 


Participation by African 
producers in a general coffee 
marketing agreement occurred for the first time, 
that producing countries recognize that protection of their 


interests lies in working closely together. 


evidence 


In this brief article, we will discuss some of the principal 
developments in coffee in 1959, and we will present details 
on why they were of unusual character. 


It now appears, in early December, that world imports 
of coffee in 1959 will be upwards of 41,000,000 bags 
the highest in coffee history. That volume was most closely 
approximated in 1956-58, when annual imports were close 
to 37,000,000 bags. Through the first nine months of last 
year, world imports approximated 31,100,000 bags, which 
was 16.6% above the volume in the same period of 1958 
and substantially higher than in other postwar years. 


United States imports, which account for 55% or more 


*Mr. George S. Kawata and Mr. James F. Kiernan, Jr., of the 
Bureau's Department of Research, aided in the preparation of this 
article 


*Green-coffee imports, less re-exports, less amount going to Armed 
Forces and adjustment for end-of-year differences in green-coffee 
inventories. 
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of the world total. were ahead of the 1958 volume in the 
first nine months of last year by 259%. The threat of a 
work stoppage on the waterfront of the East Coast and the 
Gulf of the United States, which occurred in the first days 
of October, probably accounted in part for unusual in- 
ventory accumulation of green coffee in the third quarter. 
In the fourth quarter, however, with the possible recurrence 
of a stoppage in December now having been foreclosed 
by a new three-year agreement, roastings in the United 
States will exceed imports. For the entire year, United 
States imports are expected to be 13% above 1958, while 
those of all other coffee-importing countries will be about 
9% higher. 

It is now estimated that in 1959 the United States will 
have imported 22,800,000 bags of coffee. The final figure 
will depend mainly on the volume of imports received in 
December, which is credited in the estimate with 2,000,000 
bags. It is not likely that the amount received will be less 
than 1,500,000 bags. In any event, the volume of coffee 
brought into the United States in 1959 will, it appears, 
exceed the former record of 22,100,000 bags in 1949, and 
hence will set an historical high point. 

Using the estimate of 22,800,000 bags, we have calcu’ 
lated that net civilian visible disappearance* in 1959 will 
be 21,548,000 bags, or 2,850,283,248 Ibs. At that level, 
per capita consumption for the entire population would be 
16.3 Ibs. of green coffee, and for the population ten years 
of age and over 21.1 Ibs. These figures would be higher 
than in any of the five years immediately preceding 1959. 

It now appears that net civilian visible disappearance in 
1959 will be close to 6% above that of 1958, and that 
roastings will be 4% higher. 

In connection with those figures, it is of interest that 
total population in the United States will have increased by 
1.75% in 1959, and the population ten years of age and 
over by 3%. Postwar babies born in 1949 or 1950 entered 
the ten-year-and-over brackets in 1959, and mortality rates 
for the older people remained relatively low. 

It was found that in the winter of 1959, total United 
States consumption was more than 390,000,000 cups per 
day, This was a 10,000,000 increase over the 1958 figure 
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and 100,000,000 more than in 1950. During the winter of 
1959, the average number of cups of coffee drunk by 
persons ten years of age and over was 2.94 per day, com- 
pared with 2.87 in 1958 an d2.38 in 1950. 

Despite the increase in consumption, a preliminary esti- 
mate indicates that the value of coffee purchases in the 
United States decreased by 14%. The aggregate bill for 
households, restaurants and employees at 
places of work—appears to have been around $1,674 mil- 
lion, OF this, $1,219 million represents the amount spent 
on coffee for household use and $455 million non-house- 
hold consumption. Regular coffee accounted for $1,292 
million of the total and soluble coffee for $382 million. 


ali consumers 


In the short run, the decremant in the value of coffee 
sales resulting from substantial price declines is not offset 
by the increment in value resulting from increased unit 
sales. This is because in the short-term, demand tends to 
be fixed or relatively inelastic, and hence does not expand 
in proportion to the decrease in prices. Over a longer 
period, however, demand does tend to increase in response 
to price declines 

In 1958, Europe imported more than 13,500,000 bags 
of coffee, but in 1959, its countries will receive about 14,- 
500,000 bags. Europe has steadily increased its purchases 
of coffee in the postwar period, and they are substantially 
above the high point in the prewar period, 12,700,000 bags 
in 1931, Per capita consumption in most European coun- 
tries is still below prewar levels. 

Coffee-importing countries other than the United States 
and those in Europe—Canada, other Western Hemisphere 
countries, and countries in Africa and in Asia—imported 
3,200,000 bags in 1958, but we estimate that in 1959 they 
received 3,600,000 bags, or 12.5% more than in the earlier 
year 


More people, real income 


With the increase in the coffee-consuming population in 
the importing countries, there is a potential for a rise in 
coffee consumption. If more and better coffee is drunk, the 
potential increase in consumption is that much greater. The 
same is true if real income rises and if coffee prices remain 
stable, or if they do not rise to an extent that deters an 
increase in consumption. 

Unfortunately, duties and internal taxes are still high in 
some countries, and the tax burden on coffee represents a 
substantial portion of the retail price, which keeps con- 
sumption at a lower level than it otherwise would be. Any 
concerted program for world promotion of coffee would in- 
clude provision for working toward reduction or elimination 
of fiscal burdens on coffee. 

Despite the size of the world coffee crop in 1959/60 
and in the two preceding crop years, coffee prices in 1959 
showed a considerable degree of stability. The average 
monthly spot price of Santos 4’s in New York declined 
from 41.15¢ in January to 34.78¢ in September, but it re- 
covered to 36.60¢ in November. The decrease at the begin- 
ning of the year may in part be imputed to the increase in 
the cruzeiro rate for the dollar earned from coffee exports. 
The average monthly price of “-MAMS"” moved downward 
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from 46.68¢ in January to 44.30¢ in June, but it rose 
subsequently, and in November was 45.18¢. Ivory Coast 
courants, as an example of the Robustas, went from 29.66¢ 
in January to 23.90¢ in November. However, during the 
months of heaviest shipments, in late winter and spring, 
that type of coffee sold in New York for more than 28¢ 
a pound. The average price of the Santos 4’s in November 
was almost the same as in May, and the average price of 
the “MAMS” in November was about the same as in March. 
Although the Brazilian standard type and grade was 11% 
lower (in terms of average price) in November than in 
January, the degree of fluctuation narrowed between spring 
and fall, and its price tended to be stable and firm, Prices 
of “MAMS”. on the other hand, demonstrated a similar 
pattern, but with relatively less fluctuations. In November, 
their average price on the New York market was only 3.2% 
below that in January; their average prices also moved 
within a narrow range, and particularly from August on, re- 
mained very steady, indeed. 


Price stability 


The considerable degree of price stability for the principal 
types of coffee in the New York market, the quotations for 
which provide an important reading on world market prices, 
is attributable to the basic demand for coffee, which, as 
we have seen, was very strong in 1959; also to the market- 
ing regulations in force in producing countries and, in con- 
junction with those regulations, to the international agree- 
ments. 

In 1958/59, the Latin American Coffee Agreement was 
in operation; beginning October Ist, 1959, the International 
Coffee Agreement came into force. Whereas the former 
included the 15 Latin American producers, the latter has 
the producers of the French Community and those of 
Portugal as participants, in addition to those of Latin 
America. Together they account for 85% of world coffee 
exports. In addition, the British (representing Kenya, 
Tanganyika and Uganda) and the Belgians (representing 
the Congo and Ruanda-Urundi) have associated themselves 
with the purposes of the agreement, although not formally 
joining it. In so doing, they have announced ceilings on 
their exports during 1959/60. One of the requirements 
for an effective commodity agreement, it may be observed, 
is to have the bulk of production represented by the 
participants, and therefore under concerted control. 

Average monthly retail coffee prices, which in the United 
States are readjusted after a time-lag to conform with 
changes in green-coffee prices, remained fairly steady from 
April to the end of 1959 In January, the average price 
of regular coffee (both bagged and canned) purchased by 
households was 74.4¢. It moved down to 68.6¢ in April, 
and in October was 67.1¢. Actually, the price decline for 
principal brands was stopped in August. 

Average monthly retail prices of soluble coffee (two- 
ounce equivalent unit) decreased from 37.7¢ in January to 
35.1¢ in March. 

In the subsequent four months the figure was slightly 
over 34¢, and thereafter it was below, but close to, 34¢. 

(Continued on page 78) 
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merchants first needed bank financing. 
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world supplies continue to increase 





By JOHN C. SCHOLL, Import Division 
Foreign Agricultural Service 
U. S. Department of Agriculture 


World cottee production continues to increase. Con- 
sumption, too, is increasing, but much slower. This means 
a further build-up in supplies and further serious market- 
ing problems for the exporting countries. 

World carryover stocks on September 30th, 1959, the 
end of the 1958/59 coffee 
season, totaled 
000,000 bags (132.276 Ibs 


around 38,- 
each) This almost equals 
one year’s usual world ex- 
The big carryover 
further 
because the 


ports 

will be increased 
this 
1959/60 estimated crop of 


about 68,000,000 bags is far 


scason, 


in excess of any foreseeable 
requirements for the season 
Most of the large 
held by Brazil 

and, to a lesser extent, Colombia 


coffee 
stocks are 
These are the world’s 
largest producers, 

A number of factors contribute to the upward trend in 
coffee production. Coffee prices were high in the mid- 
1950's; world supplies were temporarily short then, in 
part because of the 1953 and 1955 frosts in Brazil. These 
high prices provided an impetus for large plantings, not 
only in Brazil but in other countries as well. It is these 
plantings that are now coming into production. 

Nearly all major producing countries are stepping up 
This includes 
growing coffee with less (or no) shade, planting improved 


programs to improve cultural practises, 


ind higher yielding varieties, fertilizing more heavily and 
using more effective pruning practices. All of these tend 
to increase yields per tree. 

Another important development has been the dramatic 
increase in African production, which has more than 
doubled since 1950, Africa now exports close to one- 
fourth of the world’s total. 

The continued build-up in coffee surpluses, especially in 
Brazil, has created one of the world’s most serious agri- 
cultural marketing problems, Falling coffee prices and 
the fear of further declines have serious economic and 
political aspects, This is a matter of concern not only to 
the producing countries, but also to the United States, 
the world’s largest consumer. 

The big question is what can or should be done to 


cope with the problem. Should the law of supply and 
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demand be permitted to operate freely, supplies would 
continue to build up and prices drop until many growers, 
especially marginal ones, would go out of coffee. This 
“up and down” cycle accompanied by sharp price varia- 
tions is not in the best interests of either exporting or im- 
porting countries, A reasonable amount of stability in 
price provides economic strength for growers and a stable 
supply for consumers. 

In the 1930’s and 1940's a situation somewhat similar to 
the present one existed when world production, mostly 
in Brazil, greatly exceeded consumption. Large surplus 
stocks resulted. During this period, Brazil burned, used 
as locomotive fuel, or destroyed outright some 78,000,000 
bags of coffee. Everyone hopes that a more realistic solu- 
tion can be found today. 

Coffee is the big money crop, the nerve center of the 
economy, in major coffee countries. They depend on the 
revenue derived directly or indirectly from coffee exports 
for a large part of the cost of operating their govern- 
ments. Coffee is the big exchange earner in many coun- 
tries, the value of coffee exports accounting for over 50% 
of the total value of all exports in seven important produc- 
ing countries. Declining coffee prices reduce the purchas- 
ing power and abilities of these countries to buy from the 
United States and other countries. 

Producing countries realize that relative stability in 
prices is desirable. They also realize the risks involved 
in a “one-crop economy”, and the need to diversify so as 
to depend less on coffee. Programs aimed at shifting to 
other crops have led to much discussion and some limited 
progress. However, any program to curtail production, 
such as the removal of productive trees, would pose seri- 
ous internal and political problems for the producing 
countries. Coffee is After planting, the 
trees take several years to get into production, Thus, a 
sudden shift away from coffee would be expensive. Also, 
many growers who have become proficient in coffee grow- 
ing would have difficulty in finding alternative crops that 
would give them immediate profits. So far, coffee has 
generally been profitable to growers and they are reluc- 
tant to take out productive trees voluntarily, It is true, 
however, that only very limited new areas are now being 


a tree crop. 


planted. 

Everyone agrees that some steps will ultimately have to 
be taken to bring supplies more nearly into balance with 
requirements. Otherwise, the lack of adequate storage 

(Continued on page 148) 
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should we touch the sacred cows? 





By ROBERT SWANSON, President 


With the exception of petroleum, coffee probably has 
more difficult problems facing it than any other major 
item of international trade. The efforts to solve the 
problem can now move in only one direction. There will 
be an extension of efforts by the International Coffee 
Agreement and the Coffee 
Study Group to equate sup- 
ply and demand, This 
means a further strengthen- 
ing and broadening of the 
quota system and the seek- 
ing of methods to limit pro- 
duction. 

The alternative to this is 
to permit prices to collapse 
and let economic law dis- 
courage production until a 
balance is achieved. It is 
too late to consider this 
harsh alternative as an acceptable solution. In retrospect, 
however, one cannot help but believe that the present ills 
of the coffee producers would be far less severe had they 
tampered less with the market in past years. Had the market 
been free to adjust quickly pricewise to the reappearance 
of adequate supplies, production would not have been so 
tremendously encouraged. 

Since coffee is a perennial and requires several years 
for initial production, coffee crops are slow to react to 
lower prices. Nevertheless, a completely free market 
would have declined more rapidly and greatly discouraged 
production. This would have been a painful process for 
producers at the time, but future developments may indi- 
cate that it would have been the best solution for all con- 
cerned. This solution cannot now be considered, how- 
ever, because the imbalance has been encouraged to such 
an extent that chaos would result. It is the often-demon- 
strated problem of freeing a market once it is artificially 
supported. Hence, we will now see an extension of efforts 
to immunize coffee against the disease of collapsing prices 
caused by overproduction. Unfortunately, by preventing 
normal exposure to the disease, coffee may be so weakened 
in its ability to exist under the harsh conditions of a free 
market that it will remain forever in the sterile isolation 
ward of tight controls. 
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If, in looking back, we find that the producing coun- 
tries seem to have been wrong in regarding falling prices 
as an unmitigated evil, then we may also consider whether 
some of their other “sacred cows” should be questioned. 
Here, for example, are four assumptions worthy of close 
scrutiny: 

1. Coffee demand is extremely inelastic. 

2. The coffee farmer faces ruin if prices decline. 

Producing countries must have high prices. 

4. Coffee prices are low. 

First, the question of the elasticity of coffee demand: 

Elasticity is the tendency of demand to rise or fall 
inversely with prices. No one will contend that coffee 
consumption will double if prices are cut in half. Still, 
consumption certainly has responded markedly to high 
prices. The tendency for per capita consumption in the 
United States to increase was reversed in the mid-1950's 
when prices soared. It is possible that in 1959 the United 
States would have consumed 2,000,000 or 3,000,000 more 
bags of coffee, were it not for the unreasonable price and 
attendant bad publicity in the mid 1950's. In the contrac- 
tion of demand of the 1950's, coffee demonstrated classic 
symptoms of elastic demand. Demand declined with high 
prices, and shows definite signs of increasing with low 
prices. Should there now be a more courageous attempt 
to test elasticity on the down-side? Should prices be al- 
lowed to decline further to encourage consumption—and, 
incidentally, discourage production? 

Let us go on to the question of ruining the farmer with 
low prices. The position of the coffee farmer varies so 
greatly from country to country that it is unfair to gen- 
eralize. Consider the position of the Brazilian farmer. 
Let us not dwell on the fact that much of Brazil's coffee 
is grown on huge plantations whose owners have made 
fantastic profits in recent years. The more astonishing 
fact is that the Brazilian farmer would suffer no loss of 
income if export prices dropped to 40% of present prices, 
providing he received 100% reimbursement for the actual 
foreign exchange produced by his sales. As long as the 
Brazilian government ‘‘confiscates” two thirds of the sales 
price of coffee through its system of registration and ex- 

(Continued on page 78) 
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beyond the surplus 





Governments are more active in coffee now. 
When will this change ? 


By STEPHEN H. GLUCK, Otis, McAllister & Co. 


It would seem that from an overall point of view the 
most important factor to both the producing and con- 
suming end of the coffee industry has been the active role 
played by governments in what is generally considered to 
be a field of private enterprise. 

Certainly government support of a national commodity 
is not something that is strange or new to us in the 
United States. We have seen this going on for a number 
of years in many of our own farm products. It should, 
therefore, not have been surprising to us when the 
governments of many of the major producing countries in 
the Western Hemisphere took steps to control the decline 
in coffee prices caused by the large surplus created over 
As we know, both Brazil and Colombia 
have for many years had governmental or quasi-govern- 
mental organizations actively working in the field of cof- 
fee. Many of the other producing countries have also 
had agencies for many years, although until recently the pur- 
pose of these agencies was simply that of any governcent 
bureau involved with statistics. 


the past years, 


Recently these agencies have all expanded activities to 
cover, in some cases, the control of exports and, in other 
cases, the active financial support of the commodity itself. 

When will this change? The simplest answer, of 
course, is when coffee is no longer a surplus commodity 
these agencies will no longer serve their purpose and will 
We know it to be true, how- 
ever, that once a government enters into the picture, it is 
rather difficult to remove it, even though the reasons for 
its entry may no longer exist. 


therefore be discontinued. 


If one answers the question with a simple answer, I 
do not think that one would be far wrong in saying that 
some type of government intervention will continue to 
be seen for another three to five years. It does not seem 
plausible that demand will outstretch supply much before 
then. 

When looking at this past year in retrospect, we cannot 
help but say that the program of controls and support 
sponsored by many producing nations has indeed been 
successful. Naturally there have been price fluctuations, 
some of which have been quite severe when considering 
the price structure of coffee today. However, consider- 
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ing that a major producer like Brazil will have exported 
almost 18,000,000 bags by the end of 1959 and Colombia 
will haxe exported some 6,000,000 bags without really ad- 
versely affecting other producing nations, particularly in 
the Western Hemisphere, and without causing a major 
price decline, we must commend these countries’ success. 

Probably one of the most popular questions voiced by 
many in consuming countries today is, ‘But what is Brazil 
going to do with its very large surplus?” It is doubtful 
that Brazil will be too concerned with the surplus as long 
as she can continue to keep her exports at present levels. 
The coffee held at source by many governments is for all 
practical purposes off the market, There is, of course, the 
fear that a producer like Brazil can at any time create 
a sharp decline in prices by “dumping” the government- 
held stocks. This, however, is rather unlikely, for al- 
though it serves as an excellent stick for Brazil to carry, 
Brazil would undoubtedly suffer as much if not more than 
many of the other producing countries, were she to em- 
ploy a policy of dumping. 

We have also heard a great deal said during the past 
year about United States import quotas of coffee. This 
talk was most evident during the late spring of 1959. 
Since the producers as a whole have been very successful 
through their own methods, we have heard less talk of 
United States import quotas. Politically speaking, how- 
ever, it is certainly not beyond the realm of imagination 
to think of import quotas as a possibility. 

Although our United States industry looks askance at 
import quotas, our government certainly has its com- 
mitments to Latin America. A strong recession in the 
Latin American countries caused by a drastic decline in 
coffee prices could have extremely harmful effects on our 
neighbors to the south. In these times of political depen- 
dency upon our friends and allies, I do not think that 
our government would risk the repercussions that such a 
drastic decline would cause in the producing countries of 
Latin America. 


Considering all the above, I feel that although the phan- 
tom of the surplus situation will be with us for a few 
years to come, the coffee industry can well look forward 
to many interesting and satisfying years ahead. 


INDUSTRIES and The Flavor Field 





Around the clock every day of the year Grace 
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what counts is not where we're at, 


but where we're going 





By THOMAS J. PRETTYMAN, Chairman 


Let us review some of the past year's happenings. The 
thing in this world is not where you stand but in 
going. The United States, with 
6% of the world’s land and 7% of the world’s population, 
consumes over one half of the world’s coffee. 


great 
what direction you are 


There were times during 
this year when many of us 
trade must have had 
that 
thing as 


and that there is little 


in the 
a feeling there is no 
such security any 
more, 
values. 


small or 


permanence in 
Whether you are 
large, you've had strenu- 
ous, competitive year 


While it 


ficult year for the producing 


has been a dif 
countries, adherence to an 
export quota 
worked pretty well in sustaining a reasonable price level 
for coffee, particularly in view of the tremendous supplies 


system has 


bearing down on the world markets. 

Possibly it is time for us to lift up our heads and ap- 
preciate our strength and power. We have thrilling jobs 
time that, under the American 
way, businessmen doing things the American way can ac- 


to do in proving ‘or all 


complish more than under any other system on earth. 


Down the ages, the capacity to anticipate and discount 
bad ideas and the capacity to sense in advance and appro- 
priate good ideas, without waiting for events to indicate 
these qualities, has been, I believe a supreme achievement 


of man as a thinking animal. 


A businessman was recently speaking of the necessity 
of work and thrift in any economic order. “Of course,” 
he said, “I 


my philosophy is one of work and save your money, and 


know there are some men who would say 
when you are old you can have the things that only the 
young can enjoy.” 


I may be going out on a limb in making this statement. 
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The whole free coffee consuming world—that is, the most 
important segment of it, England and Europe, which 
cludes Western Germany and the United States—is doing 
business on a rising scale, some spots are even booming. 
Coffee is being consumed on a rising scale and since it is 
popularly priced, in my opinion, we are using up the bet- 
ter current quality supplies at a healthy rate. 

The time will come, with increased population in the 
States when we will consume 40,000,000 or more 
bags ourselves. The surplus will be in the mediocre and 


alone, 


lower grade qualities and will be a problem for some 
time, just like our surplus wheat supply. 

If civilization can be said to be at the crossroads, the 
coffee industry might be at one of those complex clover- 
leaf jobs. However, if we keep our eyes peeled for the 
ener sign to get on the proper highway, then we can 
cach the destination we have in mind. 





Convention activities chairmen 


If you enjoy yourself in the convention activities 
that await you at Boca Raton, here are the people to 
thank: 

Golf, Thomas W. Kelly; 
Battaglia; tennis, George C. 
George C. Boecklin. 

These are the men who head up the activities com- 
mittees. Working with them is the staff of the Na- 
tional Coffee Association. 


softball, 
Dangman; 


Thomas J. 
fishing, 


Here’s a summary of the program—business and 
at the 49th annual convention of the Na- 
at the Boca Raton Club, 
1960: 


otherwise— 
tional Coffee Association, 
Boca Raton, Fla., January 10th-14th, 
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the Soaring 60’s . 


.. and you 


what you will be in 1965 largely depends 


on how you promote today 





By JACK R. DURLAND, Treasurer 
National Coffee Association 


The decade of the exciting 60’s has finally arrived. This 
means more people, more money, more leisure, more de- 
sires — and more coffee will be consumed than in any other 
ten-year period in our history. Although we, as coffee men, 
can measure the potential in our various markets, we can- 
not measure the ingenuity of all of our various fellow 
roasters. The possibilities are unlimited, but sales won't 
happen unless sales-minded coffee men make them happen. 

I have no fear for the giants in our industry, because 
they are staffed with competent and alert executives, many 
of whom are responsible to thousands of stockholders. 
These men know that there is a terrific sales opportunity 
ahead for those companies which are willing to invest in 
the future with ambitious advertising and promotion plans. 
Marketing in the United States is moving with giant steps. 

What you are in 1965 will depend largely on how much 
you budget for advertising and promotion today. 

We have a great industry composed of outstanding men. 
All of us have had an opportunity to compare our mem- 
bers of the coffee fraternity with people of other industries, 
and few other groups measure up to the high caliber of the 
men and women of this industry. In my opinion, one of 
the reasons for this is the fact that many of the leading cof- 
fee companies originated as small family-owned businesses, 
and a good many still fall in this category, But every year 
the number of roasters grows smaller and smaller. This is 
a lamentable fact and reflects a trend which I am sure is 
disturbing to all of us. 


The ‘regional’ roaster 


Because the writer is president of a small company classi- 
fied as a “regional” roaster, I have had an opportunity over 
the years to talk to most of my fellow coffee men, and I 
have observed that these men are vitally interested in pro- 
ducing a fine product and rendering a service to their 
customers. But all too few are willing to invest the neces- 
sary amount of money to broaden their franchise in the 
market, and yet this is a ‘must’ if they are to succeed in 
the fabulous 60's. 

Many small roasters are losing volume every year and 
they will continue to lose volume unless they are willing to 
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invest in an agressive advertising and promotion program. 
But some of these men advise me that this would mean 
foregoing normal profit. The answer to this is very clear, 
because prior to the end of the exciting 60's, these com- 
panies will have no profit to forego. It will have disap- 
peared with their dwindling volume. If this should hap- 
pen, then our industry would be the loser, and contrary to 
what some people may think, our giant competitors feel the 
same concern as this writer does on this subject. Naturally, 
they are dedicated to selling as much coffee as possible, but 
they also realize that it is imperative to have a healthy in- 
dustry. 


Get that volume! 


Starting this year, all of us will experience the most com- 
petitive struggle for survival in our respective histories. 
Unless the small and medium size local and regional roaster 
is willing to concentrate on increased volume, regardless 
of normal profit, many of our fellow roasters will not be 
around to enjoy the great period of prosperity which lies 
ahead. Funds spent today will enable the small and region- 
al roaster to preserve and increase his market and the profit 
which this additional volume represents, can be harvested 
in the future. 

As a part of the entire program of aggressiveness and 
alertness, every roaster should belong to his National Cof- 
fee Association and every effort should be made to have a 
representative present at his national convention. Since 
joining the industry, I have never failed to attend one of 
our national conventions, and each year I learn something 
new and helpful which far outweighs the small investment 
in time and money. 

As an officer of the National Coffee Association, I urge 
every roaster to decide now whether his company will lead, 
keep pace or fall back. There can be no compromise. You 
must either be willing to engage in an aggressive advertis- 
ing and promotion program, which I am sure will be costly, 
or prepare to surrender your franchise to your more ag- 
gressive competitor. 

Good luck and good selling to each of you! 
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what’s happening in coffee? 





. « « many things, all over the world. Some of them have never 


happened before. For example, action to widen global markets. 


By J. R. S. HAFERS, President 


Pan-American Coffee Bureau 


Many things are happening to coffee, all over the world. 
First, let us look at what is happening here in the 
United States. Consumption, measured in pounds, con- 
tinues its upward trend, with roastings more than 4% 
ahead of last year and from 7% to 8% ahead of 1956. 
Although we are not satis- 
fied with this rate of in- 
crease and that 
must be done to speed it up- 


feel more 
ward, nevertheless it is pro- 
xress. 

The coffee-break, 
has been a very important 
factor in the increase in cof- 
fee drinking during the last 
ten years, continues to ex- 
pand. With more than 
three-fourths of all offices, 


which 


shops and factories now ob- 

serving coffee-breaks, growth will naturally be less rapid 
than it has been in the past. A noteworthy trend in the 
coffee-break, and one which should be encouraged, is 
that of two breaks a day—morning and afternoon, This 
tend became apparent for the first time in the Coffee 
Bureau's annual consumer survey, conducted in 1959. 
Compared with 1956, the number of persons having two 
coffee-breaks a day had increased by more than 50%. 

One of the most significant “happenings” is the remark- 
able response to the Bureau's crusade for honest coffee by 
the U.S. coffee trade, by public officials and opinion lead- 
ers, and by the public at large. The promotion of proper 
brewing, using the standard measure of coffee, has always 
been one of the major objectives of the Bureau. But it 
was not until we launched our current campaign last 
September, featuring the League of Honest Coffee Lovers, 
that we really struck a responsive chord. 

Since then, we have become more and more aware that 
a great many U.S. consumers want good coffee that tastes 
like coffee and will join us in demanding it. They want 
a beverage that actually has the proper amount of coffee 
in it, and not the weak, wishy-washy fluid frequently 


sery ed. 
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We know this through the thousands of letters we have 
received from men and women, young and old, in all 
walks of life including U.S. Senators, Congressmen and 
Governors of states. Almost without exception, they 
have praised the Bureau for taking the lead in the crusade 
for honest coffee and have told us that such a movement 
is long overdue. We have also been heartened by the 
support that the League and “honest coffee’ has received 
from editors, columnists and commentators throughout 
the country. 

Looking around us, we also see other examples of grow- 
ing recognition that the public wants, and is beginning to 
insist on, a good, full-bodied cup of coffee. More and 
more restaurants and public feeding operations are becom- 
ing interested in serving better coffee, as is evidenced by 
participation in the “Golden Cup” contest sponsored by 
The Coffee Brewing Institute. 

Airlines, which once served poor coffee, have spent 
thousands of dollars to develop coffee brewers which will 
deliver fresh, flavorful coffee en route, and they are using 
this feature to attract passengers. 

The vending machine industry is another business which 
has been alert to, and is capitalizing on, the demand for 
good coffee. When fresh-brew vending machines were in- 
troduced, they were immediately and spectacularly suc- 
cessful. Today, the trend is overwhelmingly in favor of 
those dispensing fresh brew made from regular coffee. 

Let us now turn to other happenings of major interest 
in the world of coffee. 

One of the greatest forward steps ever taken for the 
good of coffee, and one of great historical significance, 
was the signing in Washington in September of the In- 
ternational Coffee Agreement. This instrument gave 
recognition, for the first time, to the fact that the prob- 
lems of the coffee-producing nations should no longer be 
borne entirely by Western Hemisphere growers. Although 
we were not joined by all the major producers, the pre- 
sence of France and Portugal within the agreement is 
certainly of great encouragement and holds high hopes for 
the future, when others will see their way clear to enter 
into an even stronger and more comprehensive pact. 

Under the International Coffee Agreement, two things 
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shipments with every modern facility 








Our long experience has developed highly specialized methods for handling 
cargoes of coffee which move from Brazil and West Africa to U.S. Gulf Ports. 
On return voyages Delta ships are laden with the products of Mid-Continent 
U.S.A. This builds a great two way trade of mutual profit and also contributes 
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what’s happening is good... 





By EUGENE G. LAUGHERY, 


What's happening in cottee 7? 

We can only answer in terms of our own experience 
and activities at The Coffee Brewing Institute. From this 
vantage point a great deal is happening and has hap- 


pened—to coffee. Much of it is beginning to have a di 
rect and beneticial effect on 
the sales, sé rvice, processing 
and merchandising of the 
product and the beverage by 
the roaster, the retailer and 
the public feeder, 

To illustrate, let’s take a 
few examples 

First, research, A primary 
function at the Institute, 
this has played a dominant 
role in providing the trade 
information and 
that have had a 


stimulating effect on upgrading the beverage, increasing 


with pro 


cedures 


sales and inspiring promotion and training ideas which 
have proved highly rewarding to the roaster and to his 
customers 

Some of the more dramatic projects developed by re- 
search include: the soluble solids test for evaluating bever- 
age quality; the coffee hydromoter used for on-the-spot 
beverage checks; the grind analysis service for determin 
ing uniformity of product and its suitability to the equip- 
ment used; the bulk density measurement service, estab- 
lished to aid roasters with packaging problems; and the 
equipment inspection service set up to determine the oper- 
ational efficiency of coffeemakers. 

All of these projects are important in themselves, but 
from an industry standpoint their effects can only be 
measured in terms of their end value as business builders. 
How do they stack up in this respect? In practice, they 
have paved the way for accomplishing three very desirable 
objectives—improvement of the beverage, an increase in 
poundage sales for the roaster, an increase in cup sales for 
the public feeder 

In our research work, we have not lost sight of the fact 
that we must be able to translate the technical into the 
practical. In other words, for our research findings to be 
of maximum benefit to the coffee trade, we have had to 
demonstrate ways in which they can be put to everyday 
use. 

A good sample of this is to be found in the current 
Golden Cup Contest, which the Institute is conducting 
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President 
The Coffee Brewing Institute 


among public feeders, This competition is based on the 
soluble solids analysis test developed by the Institute for 
determining the quality of a beverage. Here is an instance 
of a technical laboratory process being adapted with tell- 
ing effect to the needs of the market place. Its success 
can be attributed in large measure to fulfilling certain 
business essentials, the most important of which are im- 
provement of the end product and greater profits. 

These two factors have been powerful persuaders in at- 
tracting the participation of the roaster and the restaura- 
Initially, it took a good bit of convincing to sell 
Once it was demonstrated that good coffee 


teur, 
the idea. 
meant better business, however, interest in the contest in- 
creased appreciably. 

The future of the Golden Cup Contest is encouraging, 
not only from the standpoint of its steady growth, but as 
an indication of what is happening to coffee, It demon- 
strates an increasing trade awareness that technical know- 
ledge and technical procedures can contribute to the 
maintenance of good customer relations, and to the mer- 
chandising and promotion of the commodity. To us, this 
is one of the most significant developments taking place 
in the coffee industry. 

Some of the big questions—and a number of the little 
ones—that have bothered industry in the past are being 
answered, or will be answered from the laboratory. This 
is what gives research its vitality and will continue to 
It also imparts vitality to the trade 
Such 


nurture its growth. 
in the form of new concepts and new methods. 
contributions are commonly termed progress. 

Certainly results of experimentation on coffee and its 
allied constituents are bound to have a definite influence 
on the future of the industry. The process of learning 
never stops, and there is still a great deal to learn about 
coffee. 

Moving out of the realm of the laboratory, we have 
received a substantial idea of what is happening to cof- 
fee in many sections of the country. While our field 
operations are limited, we nevertheless have been able to 
enjoy the benefit of a good sounding board—representa- 
tives whose business it is to visit roasters, restaurateurs, 
schools, colleges and public feeding operations in various 
parts of the country. Their reports are good. 

Our optimism is based largely on the reception CBI 
field men enjoy, particularly among roasters, who once 
regarded them as somewhat of a curiosity but today are 
calling on them for advice and help. This interest demon- 
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to get the youth market, 
coffee needs action now 





By ROBERT M. STELZER, President 
Student Marketing Institute, Inc. 


Most people in the coffee industry feel that serving and 
drinking coffee is a universally American custom and 
habit. The Pan-American Coffee Bureau's annual surveys 
for the past ten years seem to bear this out, as they 
have shown steady and satisfactory increases in coffee con- 
sumption for this period. 

But there is one substan- 
tial group that is an excep- 
tion. Again, according to 
Bureau reports, increases in 
coffee consumption are 
shown for “every age group 
in the population except 
those under 20 years. These 
young people are drinking 
no more in 1959 than they 
were in 1950.” 

The teenagers of this 2a- 
tion—17,000,000 strong—are 
a vital market for the coffee industry. For it is during their 
teen years that people form many of the habits that last their 
lifetime; and, in addition, teenagers exert tremendous influ- 
ence on their parents, friends and younger siblings. But, 
among young people 15 to 19 years of age, coffee is a poor 
third in beverage consumption behind milk and soft drinks. 

At the National Coffee Association 
Boca Raton last year, I described a strong six-point pro- 
gram for coffee associations and individual firms that was 
necessary to promote and publicize coffee to the nation’s 
young people and thereby increase their consumption of 
the beverage. This was the suggested program: 

1. Research. Get the facts on teen coffee use from 
teenagers themselves; learn why they don’t drink more 
coffee and determine what can be done by the coffee in- 
dustry to combat this. 

2. Advertise. Coffee advertisements specifically direc- 
ted at young people should be placed in the media reach- 


Convention in 


ing them. 

3. Sample. One way to get teenagers to drink coffee is 
to show them how good it is. Arrange to sample them at 
club meetings, schools, parties, etc., with coffee brewed 
as recommended by The Coffee Brewing Institute. 

4. Promote, Conduct contests and other promotions 
to make teenagers coffee conscious. 
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5. Publicize. Tell teenagers and their parents about the 
benefits of coffee. 

6. Educate. Inform teens and_ those 
and teach them about coffee—growing, roasting, distribu- 
ting, etc—through classrooms, clubs, etc. 

Now let's take a look at what has and hasn't been done 
this year. To our knowledge, no research like that men- 
tioned above has been conducted by the coffee industry. 
The annual surveys conducted by the Pan-American Cof- 
fee Bureau determine how much coffee teens (and all 
other age groups) consume, but not why or why not, or 
what can be done to improve the situation. 

The Pan-American Coffee Bureau has been conducting 
a highly imaginative and no doubt successful advertising- 
promotion campaign based on the League for Honest Cof- 
fee Lovers. How about a Junior League—with actual 
membership cards, pins, etc.—advertised in teen publica- 
tions, such as Scholastic Magazine, Seventeen, Scholastic 
Roto and on TV and radio programs with large teen au- 
diences? There are too few coffee ads in teen media, and 
those which do appear are too general, too much like 
those directed at adult consumers. A Junior League for 
Honest Coffee Lovers would be an ideal peg for teenage 
advertising and promotion, 

The PACB is failing to take advantage of the potentials 
of the teenage market in another manner. The Bureau 
has decreased its educational activities in the youth mar- 
ket and, according to reliable Bureau sources, there are no 
plans for increasing them in the future. The Tea Council, 
on the other hand, is actively promoting its product by 
supplying pamphlets and films on tea production and 
drinking to teachers and youth organization directors for 
distribution and viewing by students and parents. These 
pamphlets and films are specifically written for young- 
sters and teenagers, showing them that tea is not the 
beverage for older people, as many youngsters believe, 

The National Coffee Association, however, has been 
very actively promoting to, and educating teenagers about, 
coffee. The association's 27-minute film about the history, 
use and enjoyment of coffee, ‘The Magic Cup,” has been 
telecast 286 times to an estimated 10,500,000 people 
throughout the nation. . .and it has been shown by the 
Purdue University Opinion Poll and other studies that 


who _ influence 
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vehicle for promotion 





By EDWIN J. WALKER, Chairman 
Public Relations Advisory Committee 
National Coffee Association 


A very expensive public relations vehicle—geared to 
a vital market that will increase by 10,000,000 to a total 
of 28,000,000 by 1969—is presently available to the cof- 
The promotional vehicle is “Everybody 


fee industry, 
The market is the influential United States 


Wonders.” 
teenager. 

“Everybody Wonders” is 
a booklet, created by the 
Public Relations Advisory 
Committee of the National 
Coffee Association especial- 
ly for the youth market. It 
covers such topics of teen- 
age interests as dating, 
studying, safe driving and 
good grooming and, at the 
same time, shows how cof- 
fee drinking relates to the 
teenager's everyday life. 

The booklet has already been acknowledged by teachers, 
students and parents as an outstanding publication, 

Today there is hardly a home in the United States 
without coffee or the means to buy it. However, the 
problem of the coffee industry is to get more people 
drinking coffee and drinking more of it. There is much 
evidence that the group of people most neglected in the 
promotional campaigns of the roaster is that comprising 
boys and girls from the ages of 16 through 19. 

At the association's office, there are 3,593 requests for 
56,317 copies of “Everybody Wonders.” The booklet is 
in phenomenal demand by teachers, students and parents. 
Many of the requests for copies are for use in guidance 
classes in the high schools around the country. Some 
teachers use “Everybody Wonders” as a counseling item, 
others in health classes, and some to stimulate discussions 
in Family Living courses. 

One teacher wrote the association: ‘The influence of 
today’s advertising is seen more forcefully by teachers 
than anyone else, and when a concern makes the effort to 
have a promotion so wholesome and educationally sound, 
they certainly desirve a vote of thanks from teachers.’ 

The publications chairman of a PTA Council wrote the 
Association: “Your publication was beautifully done, of 
valuable help to teenagers and delightful for all ages. 
I would like to have copies in each of our junior highs, 
high schools and the public libraries. . . The National 
Coffee Association is to be congratulated for this use of 
advertising to further public education.” 
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Doctors, who place the magazine in their reception 
rooms, have sent commendations to the association. In 
general, they regard the publication as helpful for both 
teenagers and parents in solving problems of youth 
behavior. 

Teenagers themselves have been very enthusiastic about 
“Everybody Wonders.” Said one teacher: “I wish I 
could have sent you a movie of the expressions on their 
faces while they were reading. Some wanted to write in 
themselves for extra copies to give to friends.” 

Letters requesting copies have been received from 4-H 
clubs, teenage friendship clubs, summer camps, and Ex- 
plorer Troops of the Boy Scouts. Just a few months ago, 
the national headquarters of the Y.M.C.A. asked for 10,- 
000 copies for the reading rooms of its chapters all over 
the country. The executive secretary of a Y.M.C.A. 
chapter wrote a comment to the association office which 
is typical of many others: “I think Everybody Wonders is 
a good guidance piece written in the language of and for 
our modern teenagers,” his letter said. “I would like 
to make copies available to our Y.M.C.A. Hi-Y and Tri- 
Hi-Y club members and our older Junior High youth.” 

Since its original release through Scholastic Maga- 
zines, “Everybody Wonders” has broken all records for 
similar inserts circulated by the publication. Scholastic 
Magazines calls the booklet, ‘‘an educational best-seller 
that should do a lot of good for the coffee industry in 
general, as well as for the nations’ teenagers.’’ A spokes- 
man for the publishing house commented that the edi- 
torial staff, as well as the business office, continues to be 
amazed at the vitality of the booklet. Scholastic feels 
that its popularity is due to a three-fold combination—its 
timeliness, the need for such a public service and its 
quality. 

Recognition of the booklet’s contents and appealing 
make-up has also been received from another corner. 
McCall’s magazine described “Everybody Wonders’ as 
one of the best “‘printaculars’ of the season, even in com- 
parison with the bigger and more elaborate industry 
promotions. 

While the association's booklet continues to be popular 
and highly regarded among educational circles, teenagers, 
the clergy and parents, comparatively few coffee firms 
have made use of it as a public relations instrument. 
Where it has been adopted, coffee roasters have found it 
an effective medium for brand exploitation. One roaster 
distributed the booklet during a campaign to introduce 

(Continued on page 152) 
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the coffee renaissance is upon us 





By WILLIAM H. KEOGLER, JR., President 


New York Coffee Roasters Association 


If the coffee business of the last several years had 
been a play on Broadway, the following could have been 
the way critics would have reviewed it: 

“Coffee has not pleased the public! Instead 
of a robust and enervating thing, it has turned 
The 


several principals have played their parts in a 


out to be a weak and nondescript drink. 


self-centered way, completey unaware of how 
their actions affect the other principles and the 
coffee product. All are at heart monologists 
desiring top billing and the lion’s share of the 
profits, There is little cooperation among them 
to improve cottee, 
“Specifically 
The Grower: Produces a second rate effort 
Quality is down and lacking in uniformity. 
‘The Importer: Exploits every opportunity 
for a squeeze 
“The Roaster: He is not able to reject lower 
and nonuniform quality, true! But was it neces- 
sary to compound the error by substituting in- 
ferior growths and grades in order to bring out 
less expensive and more profitable products ? 
‘The Both Home Brewers and Res- 


taurant Brewers have put in such a quantity of 


Brewer: 
water as to make the coffee taste indiscernible 
in the final warm brown drink, 

Naturally, coffee drinkers are staying away in 
droves and the play's a flop!” 


Rebirth of good coffee 


The “Rebirth of Good Cof- 
Bet- 
ter still, the problem of severe world overproduction has 


But there is good news! 
fee’ is here. Coffee can be as good as it ever was. 
created both the necessity for, and the ability to, improve 
the product. Everyone is cooperating in this project. 

Countries of origin, together with the growers, have 
established improvement in quality control in several 
ways. Some have established minimum grades for ex- 
port. Others haev set minimum prices. Still others, in the 
operation of their retention quotas, have retained the low- 
est grades. In any case, the buyer gets better picked 
coffee with fewer imperfections, and the shipper enhances 
his chance of making a sale and possibly gets a premium 
for quality, 

With these factors working in their favor, the im- 
porters and roasters are making conscious effort to im- 
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prove their products. Better blending, more careful con- 
trol of the roasting process through the use of continuous 
roasters, automatic temperature-controlled batch roasters 
and color comparitors, increased attention to grind speci- 
fications and grinder control, and finally more caretul 
packaging in the new and improved packages available to- 
day—all are having a beneficial effect. 

Mrs. Consumer and Mr. Retail Operator have available 
to them the finest and most carefully prepared product 
they have ever had. How are they going to use it? 

Here is truly the hope for the future, the true renais- 
sance of good coffee. It may take some time, but it ts 
now inevitable. 


Science in brewing 


The Pan-American Coffee Bureau, with the financial 
help of the growing countries and the cooperation of the 
National Coffee Association, have accomplished a great 
deal in developing the fact-finding and scientific approach 
through The Coffee Brewing Institute. 

The CBI has for some time been considered the brew- 
ing quality control arm of the restaurant segment of our 
industry. Through the use of their several researches 
into what is considered a good cup of coffee, they have 
made this elusive and difficult thing definable in simple 
scientific terms. They then made it possible to graph 
a cup of coffee in terms of public acceptance through the 
use of the soluble solids determination. 

While up to this point, a simple determination was 
possible, it could not be done quickly or directly in front 
of the coffee brewer. Realizing the added benefit of a 
quick and decisive determination, CBI developed its lat- 
est tools, the hot and finally the cold hydrometer. For 
this, CBI is to be congratulated. 

Here, now, in the hands of an interested worker, are 
the tools to make the finest possible cup of coffee, plus 
the tools to check on all succeeding brews of coffee to in- 
sure the one thing which will increase the coffee habit— 
uniformity of good beverage. 

And how has this effort improved—or further improve 

-the coffee consumed in the home? The home brewer 
will not, and probably cannot, make the necessary tests. 
Well, it isn’t necessary. They are being made for her. 

This month, one of the major independent research 
organizations devoted primarily to the consumer has 
made an evaluation on consumer brewing devices based 
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using aroma impact to sell coffee 





when you apply it in the store, it reaches out 
to the shopper even before she sees the package 


By R. L. SCHUHMANN, President 


If all the advertised brands on grocery shelves were 
universally profitable, it is doubtful if any supermarket 
would ever dream of supplanting them with a brand of 
his own 

The advertised brands’ sales pitch, of course, 1s that it 1s 
demanded by customers; that it has quality and a name, 
and even though the margin may be small, volume and 
the idea that it brings customers to the store, where they 
are exposed to high profit offerings, makes featuring it 
good business for the retailer 

Admittedly, this sounds good. So good in fact, that re- 
tailers in the recent past accepted it hook, line and sinker. 
‘We 
why not buy it by taking a loss on a known brand, and 


want and need store traffic’, they reasoned, “So 
as everybody buys coffee let's use coffee as our come-on ?”’ 

The trouble was, though, the low price was not the 
come-on expected, for competition immediately proceeded 
to meet—and beat The buyer and the 
manufacturer proved to be the only beneficiaries. 

Then, as it always does, the day of reckoning came. 
Profit and loss statements strikingly pointed up the fallacy 
Faced today with generally shrink- 
ing margins anyway, retailers, both chain and indepen- 
dent, are striving to reverse the trend, and are again turn- 


the offering. 


ot selling below cost. 


ing to private label coffee to help them do so, 


What private labels do 


This ts not because of a dislike for the advertised brand, 
but simply because payrolls must be met ,bills must be 
paid, and a living (or dividends) must be earned. Re- 
tailers rightfully conclude that even should competition 
force them to sell their coffee at a loss, they are better 
off to take it on a brand they own or control for, at least, 
they thus build loyalty to their own and no one elses’ 
store, and they have a greater spread to go on. 

Most private label brands are packed in inexpensive 
bags. Some of it is pre-ground, packed in a bag with 
a plastic liner. Most coffee is packed whole bean and 
custom ground at point-of-sale. 
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American Duplex Co. 


The single whole bean pack is easier to buy, handle, 
rotate and display. It stays fresher longer and assures 
each customer getting the exact grade of grind needed for 
her coffeemaker. It eliminates out-of-stock danger for any 
particular grind and, most important, it puts coffee’s ap- 
pealing aroma in the store at point-of-sale. 

Pre-ground bagged coffee is just another shelf item. It 
has been established that the average shopper spends 20 
minutes in the store. Therefore, she must pass 
260 items per minute as she shops the aisles. The 
the coffee grinder—pro- 


to 25 


facility for tailoring the grind 
vides continuous merchandising activity, and there is not 
another piece of store equipment that costs so little and 
provides so much. 


Coffee activation 


Freshly ground coffee activates the coffee department. 
It gives it life and appeals to the innate desire on the 
part of each of us “to do it yourself”, to get for our- 
selves something tailored especially for us. “Ready made” 
is anathema to most women. “An original” has universal 
appeal. 

Host coffee grinding is now done by the customer and, 
unfortunately, many retailers lose or dissipate the man- 
fold advantages of store grinding by attempting to use on 
old coffee mill, designed for clerk operation, 

Self-service grinding requires a mill especially engineered 
for the most simple operation, else the customer may hesi- 
tate to tackle the job. 

To eliminate this possible reluctance, the latest self- 
service grinder is designed to operate on the simple push- 
button principle, with which everyone is familiar. 

Verily, this is the age of the pushbutton. We push 
buttons to operate elevators and vending machines. We 
push buttons on our radios, television sets, appliances and 
automobiles. We have pushbutton shaving creams, hair 
sprays, paints and insecticides. When a customer pushes 

(Continued on page 154) 
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INSTANT COFFEE 
. « » @ decade of progress 





Now the break-through on real fresh-coffee aroma 


for instants is near... 


By EARLE H. SELBY, Chairman 
Instant Coffee Committee 
National Coffee Association 


Mr. Selby is vice president of Penndale, Inc., processors 
of instant coffee for the trade. 

The success sory of instant offee has been told and 
retold many times, and almost everyone in the coffee trade 
—whether green, roaster, manufacturer or distributor—is 
familiar with it. While in- 
stant coffee, in one form or 
another, made its beginning 
many years ago, it was not 
until after World War II 
that instant coffee came of 
age and started its remark- 
able progress toward the 
present stage of develop- 
ment and consumer accep- 
tance, from its — starting 
point of some ten, years ago. 

In the middle 1930's, the 
writer was marketing vice 
president of one of the principal manufacturers of pro- 
cessed milk and allied products in the United States and 
Canada, The parent company, located in Europe, had 
perfected a process for making an instant coffee product 
which had been introduced with some success in several 
countries on the European Continent. Samples were sent 
to their American company, and it was suggested that the 
United States might be developed into a good market for 
their instant coffee product. 

The American company president and some of his as- 
sociates tried the samples in their laboratory kitchen and 
weighed the possibility of introducing the product suc- 
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cessfully to the American market. The decision was that 
while the product looked like coffee, it neither tasted nor 
smelled like regular brewed coffee, the American consumers 
were not likely to accept it, and time and money should 
not be wasted on the effort. 

For some two years, nothing was done about it. 
the parent company reported increasingly successful sales 
in Europe and directed the American company to build a 
small instant coffee plant and see what could be done with 
the product. Within a relatively short time from its in- 
troduction, national distribution was achieved, sales 
mounted in the market, where there was little competition 
at the time, and instant coffee soon became more profit- 
able than all of their other business. 

The rest of the story is a matter of history. The war 
came and instant coffee was a ‘‘natural’’ for our Armed 
Forces in this country and abroad. Uncle Sam made ma- 
terials available for building new plants, and then took 
most of the production of all instant coffee plants for the 
use of some 15,000,000 members of our armed forces. 
Many of these young people were exposed to the new 
product for the first time, and on returning to civilian 
life accepted instant coffee as their principal daily bever- 
age. The greatly increased output of plants was again 
made available for the consuming public, the producers 
actively promoted and advertised to a ready-made market, 
and instant coffee was on its way toward becoming per- 
haps the most rapidly growing instant product of this 
convenience-foods age. 

During the past ten years, but principally since 1953, 
much progress has been made in improving the quality, 
taste and aroma of instant coffee. Research laboratories of 


59 


Later 





*  Solubles: 


all manufacturers have been busy and have found most of 
the answers for providing a good cup of instant coffee, 
comparable with that made from regular roasted coffee. 
They have been aided in this search for product improve- 
ment and for greater consumer acceptance by the fact that 
when green corfees became relatively high in price some 
two years ago, brewing standards were discarded and the 
number of cups made from a pound of regular roasted 
coffee were stretched to the point of absurdity. The flexi- 
bility of making coffee from the instant product, its rela 
tive economy and greater convenience, have contributed to 
the increasing use of instant versus regular brewed coffee. 

However, the Pan-American Coffee Bureau, with full co- 
operation from the coffee industry, has been doing a fine 
job of restoring the balance by reeducating the public to 
improved brewing methods and using more coffee per cup 
for a better beverage. Nevertheless, recent data compiled 
by the Pan-American Coffee Bureau indicates that instant 
100% since 1953, 


Today, 


cotfee’s use in the home has increased 
and the trend is continuing in favor of instant. 
a prominent market research organization reports that 
almost 50% of the coffee used in the home, in terms of 
cups, is made from instant 

In a paper presented October 9th, 1959, by John F. Mc- 
Kiernan, president of the National Coffee Association at 
the Stanford University Conference on Latin America, the 
following paragraph appeared 

‘Although the steady rise in instant coffee's popularity 
has leveled off recently, the trend was sharply up from 
1954 to 1956. In that period, the amount of green cof- 
fee used in the processing of instant soared by more than 
57 from 2,052,000 bags to 3,234,000 bags. Last year 
the same figure was at 3,597,000 bags. When you realize 
that each bag represents 132 lbs., and when you remember 
that less to make instant than to make 
regular coffee, you can appreciate the effect which the in 
creased use of instant coffee has on total volume of pounds 


coffee is used 


consumed.” 


70% in instant ? 


At a recent convention of the National Coffee Associa- 
tion in Florida, a small group composed of top representa- 
tives of several of the larger national manufacturers and 
distributors of both regular and instant coffee were hav- 
ing a discussion of coffee and its problems. One of these 
men made a statement, in effect, that his company had 
made a careful projection into the future and was “gamb- 
ling’ a great deal of money on plant and equipment in 
the belief that within five years 70% of all the coffee used 
in the American home would be in the form of instant. 
None of those present took exception to this statement. 

It is a well-known fact that today practically all firms 
engaged in the coffee business in the United States have 
recognized the place of instant coffee on the American 
scene and offer both regular and instant coffee, leaving 
the selection to the consumer. The attitude seems to be 
to give the customer what he wants, as long as the seller 
gets his share of the business at a profit. 

There are no accurate statistics available on the use of 
instant coffee in the institutional field. However, it is 
estimated that this area takes some 40% ofall coffee used 
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in this country in its various forms, and as instant coffee 
improves in taste and aroma, it is bound to capture an im- 
portant share of this large volume field due, at least in 
part, to its greater convenience and ease of storing and 
handling, lack of waste and less labor at clean-up time. 
Aside from improved manufacturing techniques, which 
today produce an instant coffee that is quite satisfactory in 
the cup, the race is on in laboratories to find a way to 
capture real fresh-coffee aroma and keep it in the jar and 
in the cup. This break-through seems near, and some of 
the instant coffee producers have already announced that 
they have, or soon will have, aroma to compare favorably 
with that of regular coffee. Lack of fresh coffee aroma in 
coffee made from instant has been the one factor which 
has been a deterrent in the phenomenal increase in instant 
coffee use, and the impending solution of this problem 
will undoubtedly give impulse to even greater progress 


in the future, 


Off-shore solubles 


During the past several years, off-shore 
ducing plants have been established in several of the cof- 
fee growing countries. Part of this production has been 
used by consumers in the producing countries, some ex- 
ported abroad, and the balance shipped into the United 
Stataes for blending purposes. Some of our domestic 
manufacturers have feared that these imports might even- 
tually imperil the huge investments in plants in this 
country. However, the National Coffee Association, al- 
ways alert to the interests of our domestic producers, in 
consultation with our State Department and with re- 
sponsible officials of these off-shore producing countries, 
has obtained agreement that instant coffee so exported 
will not be favored by a lower export tax than that apply- 
ing to exported green coffee. Thus, the immediate threat 
of this danger has been averted. Continued vigilance by 
the National Coffee Association, and its Instant Coffee 
Committee, will insure that any future violation of these 
agreements by the off-shore producing countries will be 
handled promptly and vigorously. 

Perhaps, at some time in the future, the economics of 
producing instant coffee in the growing countries may 
result in some United States manufacturing companies 
establishing plants where the coffee is grown and shipping 
the finished product here for blending and_ packing. 
However, the huge investments already made, and the 
rapid expansion of plant facilities for making instant cof- 
fee in this country indicate little fear of off-shore imports 
in the foreseeable future. As of the present, there seems 
to be no positive economic advantage in producing instant 
coffee abroad for domestic use when compared with the 
cost of domestic manufacture. 

Finally, human nature is something that cannot be 
changed in its basic form. People instinctively will al- 
ways reach for the easy or convenient way. Even if it 
should be conceded that instant coffee will never be equal 
to freshly brewed regular coffee, it is certain that instant 
coffee with its advantage of convenience, ease of prepara- 
tion by the cup or pot, with no mess or clean-up, will 
continue its amazing march of progress in this world of 
convenience foods. 


instant pro- 
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PROBAT ROASTERS FEATURE | 


e Self-cleansing 
solid drum construction 


e PROBAT aroma control 
e Four full batches per hour 
e PROBAT-0-MATIC controls 


Two PROBAT 4-bag ROASTERS 


| Six PROBAT 4-bag ROASTERS can be automatically 
served by the illustrated 9-compartment Silo, Scale 


and Airveyor. 


Each roaster automatically calls for its own blend. 





Each blend component can be varied by 10-pound 
increments. 


Only one operator controls all. 


A PROBAT-engineered coffee plant can offer the 
ultimate in automation. Infinite flexibility of oper- 
ation is “built-in” — in addition to labor and space 
savings. 





U. S. & Canadian Representative Base of PROBAT multi-cell Silo with 
JOHN SHEFFMAN, INC. Pneumatic Exit Gates 
Automatic Scale 
152 W. 42nd St., New York 36, N. Y. Airveyor and 


Wlsconsin 7-5649 Manual Control Panel 


PROBAT-WERKE 


| (EMMERICHER MASCHINENFABRIK) | 
Cable: Maschinenfabrik EMMERICH/WEST GERMANY Phone: 1651 | 
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instant coffee processing 
. . « @ look into the 60s 





Continuous systems — roasting through drying — may be here sooner 


than you think. 


Smaller operators could cut extractor labor 


costs 3¢ to 4¢ per pound of finished product. 


By ALBERT C. FOSTER, P.E., Consulting Engineer 


This is perhaps a good time to ask the question, ‘What 
does the future hold for instant coffee manufacturing costs 
and, particularly, what can be done to improve the cost pic- 
ture for the small processor with a volume of 1,000,000 Ibs 
per year, or thereabouts ?”’ 

Let us consider, first of all, 
yield and extraction. Not too 
long ago, there appeared in 
the literature an article point 
ing out the possibilities avail- 
able to the instant coffee pro- 
ducer for varying the extrac- 
tion yield and green coffee 
blend to smooth out the ef- 
fect of price fluctuations in 
the green coffee market on 
the instant coffee production 
cost It was Walt Mason 
who wrote a_ little verse 
some years ago that went along these lines: 

Little drops of water poured into the milk 
Gives the milkman's daughter lovely gowns of silk 

This, however, is not recommended for the instant coffee 
processor. If there is one “commandment” that should be 
sacred to all instant coffee men, it is “Thou shalt not MESS 
AROUND with the extraction yield”. 

All of the preceding does not mean there is nothing that 
can be done about yield. Most quality instants are extracted 
at a yield of 34%, plus or minus a point or two, based on 
weight of roasted coffee charged to the extractor. I know 
of one exceptionally fine premium product that is processed 
at an extraction yield of 25%. 


The extraction process is almost, without exception, a 
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semi-continuous batch process subject in many cases to the 
whims of the operator, the coffee, or the equipment. It is 
archaic in its conception and has lasted as long as it has 
because the demands of quality and manufacturing cost have 
not required anything better. 

Much can be done to improve the batch type extraction 
process through the application of automation of the type 
now being used in some of our public utility electric generat- 
ing stations, petroleum refining and machine tooling opera- 
tions, This is a program controller type of operation that 
can be put on tape, and here are several companies prepared 
to completely engineer such a system. What will it cost? 
That will, of course, depend on the extent of the system, 
but the aim should be an operation where all of the extractor 
banks in a plant are handled by one operator, The elimina- 
tion of the human element from the extraction process will 
be accompanied by improvements in quality and uniformity 
of the finished product, in addition to lower labor costs. 

Not everyone will be able to afford a completely auto- 
mated extraction plant, so let's consider the little things 
that may be done to improve this part of the instant cof- 
fee process. 

First, make a concerted effort to get across to the ex- 
tractor operator a full understanding of the process. 
Imbue him with the importance of his job, with particular 
emphasis on the effect of his performance on quality, pro- 
duct uniformity and profit potential. 

Make certain that extractors are being packed uniform- 
ly and to the maximum density. I have seen operations 
where the extractor loading varied from as little as 18 lbs. 
per cu, ft. of extractor volume to as high as 25 Ibs. Pack- 
ing by vacuum loading, vibrating or hand tamping results 
in a minimum of channelling, more uniform flow of ex- 
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How to save $3,000,000 a year 
in extracting instant coffee 


A rough estimate would indicate the existence of 
between 450 and 500 extractors in this country, If 
we consider an average of six extractors per bank, we 
have somewhere in the neighborshood of 85 banks, each 
of which could be replaced with continuous units, It 
does not take much iniagination to visualize the sim- 
plicity of a continuous system, the hundreds of valves 
and hundreds of feet of piping that could be eliminat- 
ed, along with their attendant cleaning problems and 
the reduction in instrumentation and control equip- 
ment. The potential savings due to the reduction in 
manpower are conservatively estimated to be $3,000,- 
000 annually for the industry. The small plant oper- 
ator would be able to reduce his extraction labor cost 
three to four cents per pound of finished product. 
—Albert C. Foster, P.E., Consulting Engineer 











tract through the charge, more uniform batch-to-batch 
yields and maximum solids content in the extract. 

Maintain a uniform water flow rate to the extractors. 
Check the flowmeter periodically to make certain it is 
in good calibration. 

Strive for uniformity in the temperature gradient 
through the extractors, and particularly in the temperature 
of the extract entering the first (fresh coffee) stage. 
Make certain that all of the spent grounds are removed 
from the last extractor, washing down with a small-stream 
of hot water, if necessary, or arranging the blowdown 
nozzle to admit steam tangentially and so scour the places 
where spent grounds may hold up. 

Of most importance is cleanliness. Establish a cleaning 
and sterilizing program and adhere to it. It is costly, 
but just as important to flavor as the elimination of the 
dirty pot or urn in the brewing of fresh coffee. 

The ultimate industry aim should be replacement of the 
present pressurized batch type extraction system with one 
that is truly continuous. This, combined with a contin- 
uous roasting system, would provide a once-through oper- 
ation from green coffee to final product leaving the dryer, 
with no hold-up time. 

We may see this sooner than you realize. Continuous 
extraction processes have been used in the vegetable oil 
indusry for years, and recently we have the example set 
by the pulp and paper industry in the development of con- 
tinuous digesters. A continuous extraction system would 
be of great benefit to the smal! volume processor, since the 
manpower requirements of a system charging 150 lbs. to 
an extractor is just the same as one in which the charge 
is ten or 15 times as great. It is in this area that the 
small plant operator suffers the most, when comparing 
his processing costs with those of the major producers. 

It is to be hoped that some enterprising process equip- 
ment manufacturers will come forward with a pressurized 
continuous extractor, and that some of the processors will 
see the advantages to be gained from cooperating in the 
development of such equipment. Unfortunately, this is 
not the type of equipment that can be designed, built and 
sold with a performance guarantee without first going 
through an extensive trial and debugging program in a 
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processing plant. The market certainly exists for such a 
unit, 

A rough estimate would indicate the existence of be- 
tween 450 and 500 extractors in this country. If we 
consider an average of six extractors per bank, we have 
somewhere in the neighborhood of 85 banks, each of 
which could be replaced with continuous units. It does 
not take much imagination to visualize the simplicity of 
a continuous system, the hundreds of valves and hundreds 
of feet of piping that could be eliminated, along with 
their attendant cleaning problems and the reduction in 
instrumentation and control equipment. The potential 
savings due to the reduction in manpower are conserva- 
tively estimated to be $3,000,000 annually for the indus- 
try. The samll plant operator would be able to reduce 
his extraction labor cost three to four cents per pound of 


finished product. 
Drying 


Much progress has been made in the art of spray drying. 
The turbulent dryers of the 40’s have given way to the tall 
laminar flow dryers of the 50's. Improvements in inlet 
air distribution, provisions for cooling the wall of the dry- 
er, adoption of sound engineering principles to separate 
the dried product from the outgoing air have eliminated 
most, if not all, of the operating problems associated with 
the earlier dryers. ! 

The steps taken to provide or a uniform downward 
flow of air in dryers has eliminated hot spots and ac- 
company over-drying to the point of burning the pro- 
duct. Where once it was necessary to clean the walls of 
a dryer every eight hours, it is now possible to keep a dry- 
er in service as long as 400 hours without cleaning. With 


properly engineered provisions for separating the dried 
product from the outgoing air, recovery of 88% to 92% 


of the product takes pace in the separating zone. This 
material is removed from the bottom of the dryer, the bal- 
ance being removed in the secondary collectors. 

To preserve the product particle characteristic, careful 
attention must be given to the handling of the product 
from the time it leaves the bottom of the dryer. The best 
procedure is to flow it directly into suitable containers, 
such as lined drums or portable bins. Any mechanical 
or air handling at this point can only serve to break up 
the product. Where provision is made to bring the sec- 
ondary collector material directly into the same container 
as the main dryer product, care must be taken to assure 
that the flow of material from the secondary collectors is 
uniform. This material, being very fine, has a great ten- 
dency to build up on the collector walls and discharge in- 
termittently in slugs. The resultant effect on bulk density 
when this happens leads to dire troubles later on in the 
packaging room. 

There still remains much to be done to improve spray 
nozzle performance, particularly in large diameter dyers, 
where multi-nozzle installations are the rule. The solu- 
tion is believed to lie in the use of many small nozzles to 
provide as uniform a distribution of sprayed extract as has 
been accomplished in air flow distribution. 

For the small plant, there does exist the possibility of 
redesigning the dryer to bring it more in line with to- 
day's units. Air inlet and separating sections can be 
adapted to existing dryers, provided there is sufficient 
space to increase the diameter and height. 

(Continued on page 156) 
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the “big jump” into solubles 


— is it really big? 





By RALPH T. REEVE, President 


roasters have been interested in the manu- 


Many cottec 
facture of a soluble coffee product. Investigation has con 
vinced them that it is a big jump to go from the merchan- 
dising of a roasted coffee to the apparent complex ties of 


t soluble product. The “big jump’ has caused many to 
tbandon plans for their own 
manufacture, although a sub 
stantial number have entered 
into the soluble field through 
the private label manufac 
turer 
What 
parition of the 
Does it 


foundation in fact ? 


has created the ap 
‘big jump”? 
actually have any 
It 1s probably fair to say 


that the average colfee roast- 


er 1s fundamentally a mer 

chandiser. His principal et 

forts have been devoted to the sale of his product. He has 
been careful in his selection of the green bean and has 
used diligence in preparing a uniform product for his 
market. Sales outlets, advertising and the attractiveness of 
his package have been fundamental. Does this really differ 
a great deal from merchandising of the soluble product? 

It is true that the manufacturing processes involved in 
the production of a good soluble are more numerous and 
than confronted by the Naturally, 
then, the design of a modern soluble coffee plant requires 
a coordinated engineering approach. Basically a soluble 
plant is a combination of a number of chemical engineering 
steps known as unit operations. Unit operations have been 
used for many years by the chemical industry. They have all 
been studied and reduced to relatively simple formula. 

For the production of soluble coffee, these unit oper- 
ations include heat transfer, extraction, drying and material 
handling. Although their application to the coffee industry 
is relatively new, they are simple and well-known operations 
creating no special problem. There need be no mystery, 
providing the designer of the plant fully understands the 
fundamental chemical engineering concepts involved, 

In addition to using these principles, the fact that a 
soluble coffee plant, like a roasting plant, is handling a 
delicately flavored food product must always be kept in 


varied those roaster. 
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Bowen Engineering, Inc. 


mind. The equipment and the process must be designed 
to the highest sanitary standards. The equipment manu- 
facturer must, therefore, supply equipment which is easily 
cleaned, thereby keeping at a minimum downtime and 
overall operating costs. 

You are all familiar with what has happened in the 
soluble coffee field. For many years the production of sol- 
uble coffee was almost entirely in the hands of a few large 
companies. These pioneered to produce a satisfactory product 
and to develop a market for that product. Gradually the 
smaller roasters and chain stores have sought a portion of 
the market. Only a few have dared to undertake the “big 
jump.” Most of them have taken the protected route of 
the private label supplier. As you all know, this has led to 
the merchandising of soluble coffee under several hundred 
different brand labels, and the private label suppliers have 
undoubtedly become the fastest growing section of the 
soluble coffee industry, and probably one of the most profit- 
able. If the risk of the “big jump’ has not been too great 
for them why should it be so feared by the average coffee 
roaster? 

Perhaps the function of the equipment manufacture in 
the soluble coffee field can best be defined as that of trans- 
forming the “big jump” into a “‘little hop.” The engineered 
approach to a modern soluble coffee plant almost com- 
pletely eliminates investment and operational risk. The 
qualified equipment manufacturer is prepared to render 
technical assistance in many different ways. He will cooper- 
ate in a field study for the evaluation of the pertinent factors 
in connection with the selection of a suitable plant site. In 
conjuncion with the selection of a plant site, he will review 
the quality of water available and recommend proper water 
treatment equipment, 

The qualified equipment manufacturer will develop, 
through engineering studies, detailed information to help 
in the evaluation of current and future marketing trends and 
the selection of proper equipment to produce a product 
to meet such market conditions. The equipment manu- 
facturer’s engineers will work with the company’s architect 
in connection with the design and layout of the building to 
properly house the equipment to obtain the most efficient 
operaion. Engineering services can also be supplied in con- 
nection with the supervision of the installation of the 

(Continued on page 154) 
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shipping costs 
out of 
balance ? ?? 


Not if you ship your coffee 

on our fast, modern vessels 
and take advantage of our more 
attractive, dependent rates 


from Dar-es-Salaam — Mombasa 
to New York ° Baltimore * Philadelphia * Gulf Ports 


Agent at Dar-es-Salaam, Mombasa, Tanga: DODWELL & CO. (EAST AFRICA) LTD. 


/ 
Baron lino 
FOR FURTHER DETAILS (in 


UNITED STATES NAVIGATION co, inc. 


GENERAL AGENT 


17 Battery Place, N. Y. 4 (Head Office) BOwling Green 9-6000 


e@ REGULAR MONTHLY SAILINGS 
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instant coffee “sizes up” 
for bigger share of market 





By JOHN M. ALDEN, President 
Western Coffee Instants, Inc. 


As the year 1959 gracefully folds into a file folder o! 
statistical data and a memory, the performance of instant 
coffee in the marketplace more firmly positioned the product 
as a permanent and more important member of the American 
line-up on favorite beverages. 

Despite claims and counter- 
and 


claims of © statisticians 


Now there are 
9, 10 and 12 


ounce sizes — 


market research specialists in 
the green coffee, roaster and 
industry segments, super 
market and chain store elec- 
tronic computers authoritative- 
total 
coffee sales are still climbing 
and 1959 should reach a new 
high sales plateau approxi- 
mately 5% greater than the 


ly reveal that instant 


and a 16 ounce 
pack is ready 
to roll. 


before, and a larger 


total coffee volume 


year 
share of 
than ever before. 

A srot check of 30 prime trading areas in the country 
pointed up a uniform pattern. The percentage of total 
households using instant coffee continued to increase. The 
percentage of total households using ground coffee con- 
tinued to slide downward, by 1% to as high as 9% of 
total family users. 

There is no longer any doubt that the consumer has a 
positive preference for instant coffee because of convenience. 
For some time, a segment of industry was convinced instant 
coffee was a “standby” choice because of high coffee prices. 
In addition, it is becoming obvious, too, that the consumer 
considers the economy factor in favor of an instant. 

Analyzing the present level of shelf prices on both instant 
and ground coffees, quick mathematics on a per cup basis 
can be misleading. Present industry promotion is seeking to 
cut down on the number of cups produced from a pound 
of ground coffee. Where the consumer “buys’’ the idea, her 
cost per cup goes up and comes closer to the bare cost on 
instant. However, the new big size development on instant 
is decreasing the consumer cost per cup. Comparative pric- 
ings in the big chains on important store brands strikingly 
shows the fact that it costs /ess o make one cup of good cof- 


fee with an instant. The economy of instant coffee is further 
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established by a recent survey of pricing on products with 
built-in service vs, similar products without the built-in 
service. On other food products with built-in service, con- 
sumers readily pay one-third to six times as much for the 
convenience factor. Instant coffee is the only convenience 
food that does not cost the consumer a premium price. 

Some other highlights on the profile of the instant coffee 
market pattern for 1959: During the past six months, the 
price index has been level, after a three-year parade of 
continuous declines. Many declines reflected the softening 
of the green bean market; most of them, however, were 
the result of competitive jockeying—the national brands 
responding to inroads into total share of market by the 
distributor and store brands. 

As the instant coffee business matures, it is becoming 
more obvious that it is becoming a regional, or local, brand 
business. The trend definitely indicates that it is a matter 
of time until the dominant share of brand business will 
vary market by market, and the dominant brand will not 
be the same one market after market. 

Spot checks across the courtry reflect the loss of dis- 
tribution and/or share of market position for each of the 
national brands. The gainers have been a group of estab- 
lished roasters concentrating with heavy promotion in local- 
ized areas and store brands featured by the super chains. 

The big leveling factor has been value. The quality of 
product range between fast-selling regional distributor and 
store brands vs. national brands has narrowed to nothing; 
in fact, in many consumer organoleptic tests, some of the 
former group have been preferred. Also, the shelf price 
range has favored the distributor and store brand. Add the 
fact that in today’s revolutionary developments in the food 
store, the in-store selling “push’’ directed at the consumer 
reflects quicker and stronger self pull than the in-home pres- 
sure of the brand advertising. 

During the past year, the big noise on the big smell has 
quieted down, For nearly two years there was much excite- 
ment on the “aroma” being packed into the instant jar (with 
various degrees of noticeability). But the big break-through 
did not really occur. Because the aroma died in the jar, it 
was not impressively ‘captured in the cup.” 

The miff becomes more amusing because two recent con- 

(Continued on page 151) 
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¥%  Solubles: 


A Coffee Convention “Fact-Reference” Feature 


upgrading soluble coffee 





If you smell coffee 1,000 feet from the roaster, over 
60 Ibs. of volatile aroma ingredients may be in the air. 


They’d do better, for you, 


in the consumer’s cup... 


By ROBERT W. BATEY, Director of Food Technology 
Foster D. Snell, Inc. 


What is a cup of coffee? Some days it may be a helping 
hand after rolling out of bed. Other days it may be the 
meeting place for old friends. Or it may be your business. 

What are you selling—coffee solids? Or pleasure that 
varies with the flavor and aroma? 

The success of your cup of coffee is not dependent on 
the coffee solids; anyone can extract and dry coffee solids. 
Your customers will return for another cup of coffee if you 
have selected a good blend of coffee and have preserved 
the flavor and aroma, as well as the more obvious coffee 
solids, 

The basic substances of a cup of coffee are the coffee 
solids extracted from the ground, roasted offee. These cof- 
fee solids are determined by weighing a portion of coffee 
beverage before and after the water is removed by the ap- 
plication of heat (and sometimes vacuum). According to 
The Coffee Brewing Institute, the per cent of soluble solids 
in an acceptable cup of coffee may vary from 1.15% to 
1.35%. The Midwest Research Institute, in a recent in- 
dependent study of coffee acceptability, concluded that the 
range of acceptability was between 1.15% and 1.35% 
solids. 

The coffee solids that are reported as soluble solids are 
the very same solids that are sold as soluble coffee in a glass 
jar. This soluble coffee can be heated to 350°F. for an hour 
without materially altering the flavor of the coffee. Al- 
though these coffee solids make a fairly acceptable bever- 
age, the beverage does not have the fuli flavor and aroma 
of freshly brewed coffee. 

The full coffee flavor and aroma was available in the 
green coffee, yet the finished brew was flat to taste and smell. 
What happened to the flavor and aroma? They were par- 
tially lost and destroyed during roasting, grinding, extraction, 
drying and storage. Soluble solids are important, but they 
are only part of the flavor and aroma of a cup of brewed 
coffee. 

Using the conventional restaurant coffee urn, a most ac- 
ceptable cup of coffee is prepared with 1.15% solids. When 
the coffee is prepared by forcing hot water through certain 
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patented extraction equipment that insures more uniform 
extraction of each particle of ground roasted coffee, a most 
acceptable cup of coffee is prepared with only 0.90% 
soluble solids. 

A new coffee extract that has just been put on the market 
in an aerosol container makes an acceptable cup of coffee 
when a teaspoon of the extract (about 5 gm.) is added to 
a cup (6 oz. of hot water. There are in this cup of coffee 
only about 0.60% actual solids. 

In these two examples, the extraction process was the 
only part of the process that was different. If we were to 
use all of the potential flavor and aroma in the green coffee, 
and carry it over into the soluble coffee, we would have to 
make changes in all of the processes now used for making 
soluble coffee. A soluble coffee plant, to exploit the full 
potential of the green coffee used, would need new equip- 
ment, changes in the present equipment and more rigid 
process control. Improvements in the flavor and aroma of 
soluble coffee can be made in small daily steps, or by build- 
ing new plants with all of the possible improvements, 


Roasting 

The moisture content of green coffee beans varies between 
6.50% and 11.25%. During roasting, the coffee beans lose 
between 12.5% for a yellowish-brown coffee to 20% for 
a French roast. The final moisture content of the roasted 
coffee varies between 1.1% and 4.6%. Part of the loss 
during roasting is moisture and part is organic matter. In 
our actual analysis, coffee with 11.19% moisture was roasted 
to a light brown, with a total roasting loss of 17.77%, of 
which 8.66% was water and 9.11% was organic matter. 

The loss of organic matter is very apparent, because of 
the coffee aroma, which is noticed for miles around a roast- 
ing plant. Some of this organic matter is recoverable. For 
example, some of the caffeine can be recovered from the 
chaff and the stack scrapings from the roaster, A majority 
of the organic substances are completely lost. If we can 

(Continued on page 145) 
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research — and the future of coffee 


For example, the grower can do things that affect flavor 


. . . the green man can break down and file aromatic qualities 


. . . the roaster can get measurements of cup quality factors. 


By DR. ERNEST E. LOCKHART, Scientific Director 


Research is an activity engaged in by specialists to get in- 
formation. If it is done without any idea of usefulness 
attached to the information acquired, the research 1s basic 
or fundamental. If it is done with a very specific and clear- 
ly defined objective in mind, it is called applied research. 

It is difficult 
the two kinds of 


In fact, expert- 


to separate 
research in 
many cases 
ence with information derived 
from basic research show that 
all facts sooner or later be- 

come practical and useful in 

application. 

The coffee industry, in- 
cluding both the growing and 
manufacturing groups, is rela- 
tively quite lazy in its atti- 
tude toward research. It ac- 
tually knows very little about 
the many varieties of raw material that are produced and 
with which it must work. The grower is not in a strong, 
knowledgeable position to evaluate the effects of his breed- 
ing, growing, nutrition, disease and pest control, and pro- 
cessing experiments. The roaster is no better off in respect 
to his blending, roasting and packaging programs. Neither 
one pays much attention to the handling his product re- 
ceives after it leaves his hands. The most lamentable feature 
of this whole situation is that neither the grower nor the 
manufacturer has shown much evidence of concern about 
what happens to their products as soon as they disappear 
from sight. 

From top to bottom, from beginnings on the plantation 
to finales in the cup, everyone involved in any phase of 
coffee growing should understand, more clearly than seem: 
to be the case, the factors which have prevented the attain- 
ment of reasonable and possible sales objectives. 
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The Coffee Brewing Institute, Inc. 


On the grower's side, there is no point in developing new 
varieties, or in trying new processing techniques, or in 
applying fertilizers or sprays or anything else to coffee 
unless (1) he is completely aware of the beverage habits and 
preferences of consumer countries and (2) he has sensitive 
and precise methods of evaluating flavor changes he ts 
making in his product with respect to prospective markets. 

He must know now that increased production is only 
part of the problem, and that quality is more vital than 
production. It is easy to produce coffee, but it is not easy 
to produce the kind of quality that will assure increased con- 
sumption. 

On the other side, the manufacturer will find it useful, 
necessary and profitable to apply more modern objective 
methods of evaluation and control, not only to the raw ma- 
terial he purchases, but also to the product as it passes 
from one operation to another. 

For example, by making chemical measurements directly 
on green and roasted beans, it will be possible to under- 
stand and control shrinkage more precisely than at present. 

More sensitive evaluation of the aromatic quality of 
prospective purchases can be made with gas chromatography, 
and permanent records of this quality can be filed for ready 
reference in the future. Memory and inaccurate evaluation 
arising from and inseparable from subjective human judg- 
ment will be eliminated. 

A better understanding of the true flavor value of all 
types of coffee will come from chemical and physical 
measurement of properties that effect cup quality. Blending 
will be done on a more scientific and controllable basis; 
it may very well lend itself to automation. 

It is not unlikely that roasting control by instrumented 
techniques will also be automated. There is no doubt that 
the control of particle size of ground coffee will be quite 
different in the future from what it is today. Discreet 

(Continued on page 146) 
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Important ingredient in every cup of tea 


DEPENDABLE OCEAN TRANSPORT. You can’t make 
a good cup of tea without it! 

Tea is super-sensitive. Easily affected by moisture. 
Susceptible to foreign odors. From the time it’s 
picked, through the stages of drying, rolling, fer- 
menting and firing, sifting, grading and packing, 
tea demands the most careful handling. This care 
must be extended all the way to market across thou- 
sands of nautical miles. For this kind of care, depend 
on AMERICAN PRESIDENT LINES. 
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Aboard APL’s modern, 20-knot cargoliners, the 
tea is carried in clean, dehumidified 'tween-deck 
holds. Well protected against flavor-tainting odors. 

APL’s long experience in solving intricate shipping 
problems is at your disposal today. Put that experi- 
ence to work by making our facilities an integral 
part of your own distribution system. 

Whatever you ship, wherever it’s going, send it 
by AMERICAN PRESIDENT LINES-=the line with the 
world on its schedule! 
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help restaurants promote coffee 





here are some whys... and ways 


By LEO NEJELSKI, President 
Nejelski & Co., Inc. 
(Market Development Counsel) 


The lower price of coffee has reminded many restau- 
rant and hotel operators that the classic formula of two to 
two and a half gallons of water to a pound of coffee re- 
sults in a mighty satisfying and bracing brew. Many have 
also realized anew that perfectly brewed coffee gratifies 
customers and symbolizes 
the care and attention 
showered on other menu 


items In this situation, 


opportunities have 


new 
arisen for roasters and dis- 
tributors to cash in on these 
important developments 

From the days of the his 
toric coffee houses here and 
abroad, public eating places 
have built reputations and 
repeat business on good cof- 
fee. Manning's Restaurants 
along the West Coast, the Harding Restaurants in Chi- 
cago, the Statler Hotels, Linton’s in Philadelphia, Chock 
Full O'Nuts in New York—these run the scale of types 
of operations, but they have one solid factor in common: 
they made good coffee the foundation of their entire 
food businesses. 

Early in 1955, our organization completed a study for 
The Coffee Brewing Institute of coustomers in 24 eat- 
ing establishments in greater New York, Chicago and Los 
Angeles, At that time, these people made quite clear 
that they are good and consistent judges of the quality of 
the coffee they drink, And their opinion of coffee im- 
proved to the same degree that brewing improvements 
were made. One of the most significant findings was that 
Havor (62) and strength (24%) are the important ele- 
ments to the consumer, with aroma (13%) third. 

Every day that passes finds my partner, James Scully, 
members of our staff, myself, or all of us, in the field 
studying phases of public feeding operations while work- 
ing out marketing opportunities for our clients. Nothing 
that we have observed or analyzed during the years since 
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1955 has altered the basic fact that almost all Americans 
(over 90%) like coffee. The two-thirds of these who 
like coffee very much provide a solid core at whom pro- 
motions can be aimed with almost certain assurances of 
SUCCESS. 

Inasmuch as 69% of the coffee drinkers studied were 
emphatic that the breakfast cup was the most important 
to them, we find it interesting to wonder why so few 
operators use good coffee as the appeal on which to build 
breakfast volume. The value is illustrated by one traveler 
who told us recently: “The thing that pleases me most 
about Sheraton service is that when I sit down to break- 
fast, a cup of steaming coffee is set before me even before 
I am handed a menu.” Regardless of the type of opera- 
tion, this kind of reaction holds important clues to break- 
fast and early morning promotions. 

Likewise, although the coffee-break has become a part 
of daily routine for millions of people, it is also being 
taken for granted by food service operators. This does 
not appear to be so much the result of indifference as a 
continuation of an American habit—taking something for 
granted once it is experienced several times, 

In this situation—where lower prices of coftee are en- 
couraging good brewing practises, and where restaurant 
and hotel operators generally are not taking full advan- 
tage of the promotional possibilities—it is especially for- 
tunate that The Coffee Brewing Institute is promoting 
the Golden Cup Contest at this time. Those operators 
who have participated thus far in the contest have found 
that they not only improved their brewing equipment and 
brewing methods, but also their sales of coffee increased 
dramatically. Naturally, the more coffee they use, the 
more cups of coffee they sell and the more coffee they 
have to buy. 

The brewing of coffee for most food service operators 
has become a routine procedure. Little do they realize 
how bad this is for business, because operators who are 
careless about coffee will invariably prove to be careless 
about many other phases of their business. One of the 

(Continued on page 155) 
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Let us carry that for you 


More than forty-five years’ experience in handling coffee. 

Regular sailings from the ports of BRASIL to U.S. EAST and WEST 
COAST ports via American Republics and Pacific Republics Lines; 
and from the ports of SOUTH and EAST AFRICA and INDIAN OCEAN 
ISLANDS to U.S. EAST COAST ports via Robin Line. 

American Flag Ships... fast, frequent and most dependable service. 


Tel: Digby 4-5000 


.. MOORE- -MeCORMAGK 


Two Broadway New York 4, N. Y. 
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YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature is yours 
for the asking. Merely fill out the coupon and mail. 


1. COFFEE EQUIPMENT 

A comprehensive, 42-page booklet, this catalog 
of coffee equipment has information, specifications 
and illustrations on coffee urns, urn_ batteries, 
vridded risers, coffee carriers, iced tea urns and de- 
canters, plug-in coffee stations, and equipment parts 


ind accessories. Cecilware-Commodore Products. 


Corp., 199 Lafayette Street, New York 12, N. Y. 


2 COFFEE ROASTERS 

This eight-page illustrated bulletin describes coffee 
roasting machinery made by Maschinenfabrik Ferd. 
Gothot, Germany. Details include methods of heat- 
ing, data on the roasting itself and information on 
equipment for entire coffee plants, from raw coffee 
handling to packaging. Ulbeco, Inc., 484 State High- 
way 17, Paramus, N. ] 


3 VACUUM COFFEE CARTONS 

These Ceka-Vac cartons represent something new 
in coffee packaging. Ground coffee is packaged in 
them, under vacuum, to stay fresh longer. A Swed 
ish development, the lined cartons and the packag 
ing process are now available in the Uinted States 
Christenssons Maskiner, Bromma, Sweden 


4 COFFEE BINS 

This bulletin is a fact sheet on Burns True-Flow 
Bins. It describes the use of the bins in the plant 
operation, and tells about the features of the bins, 
and various sizes. It makes clear why True-Flow 
Bins overcome particle separation in ground coffee. 
Also described are coffee cars, for bean coffee and 
the ground product. Jabez Burns and Sons, Inc., 
600 West 43rd Street, New York 36, N. Y. 


5 NEW BAG LINER 

This booklet describes a bag liner—a new kind of 
cellophane—said to be ideal for the trend to mar- 
keting fresh coffee preground and sealed in bags. 
This cellophane protects freshness, and it's tough, able 
to take rough handling. E. I. du Pont de Nemours 
& Co. (Inc.), Film Department, Wilmington 98, 
D« laware. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 


Please send me the following booklets: 
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Firm Name 
Street Address 
City and State 
Signature 
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progress in coffee 
buying for public 
institutions 





By ROBERT B. SASSEEN, Chairman 
Institutional Advisory Committee 
National Coffee Association 


Insofar as buyers for public institutions are concerned, 
“Caveat Emptor’? seems to be losing out in their coffee 
buying. And good riddance, too... 

For some years now, the wisdom of the National Coffee 
Association's Board of Directors in establishing the In- 

stitutional Advisory Service 
has been apparent to many 
None more so than to the 
aforesaid buyers, who have 
expressed themselves as be- 
ing more than happy with 
the created authority to 
which they could turn. Also, 
they have found the asso- 
ciation’s panels helping 
them to eliminate many of 
the complaints they had in 
the past. Particularly so be- 
cause when the required 
clauses are used in proposals, prospective buyers seem 
to bid more reasonably and, therefore, can deliver more 
accurately, 

Based on past performances, where a roaster 1s in- 
terested enough to wish to see bids fairly competitive, 
his request to the public institution, state or otherwise, 
that they include in their proposal the clauses which 
enable our Institutional Advisory Service to operate, 
usually is welcomed. When the clauses are included, the 
reward is both satisfactory bidding and delivery. 

When firms are confronted with the possibility of 
having their deliveries submitted to panels of experts, 
rarely do they have the temerity to do otherwise than 
to bid and make deliveries up to the specifications of 
what the institution desires. 

Again, we say this remedy should not be neglected 
by interested roasters because, in the last analysis, it is 
helping to give good coffee a “break,” at long last, in 
the institutional field. 


See bigger coffee crop in Honduras 


Coffee production in Honduras in 1959, although ad- 
versely affected by lack of rain, was expected to exceed 
the previous year, primarily from first yields of acreage 
planted in 1953 and 1954. 

A production of 216,000 to 220,000 60-kilogram bags 
of coffee was expected in Honduras in 1959. 
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coffee for the Armed Forces 





By JAMES M. O'BRIEN, Chairman 
U. S. Army Coffee Advisory Committee 


“Next to fire, the one thing indispensable to the soldiers 
was coffee . . . The active campaigner was sure to take it 
as often as he could get it, No other article of either food 
or drink could approach it in value in the estimation of a 
man who had to march or work by day or watch by night.” 

Thus did a Civil War his- 
torian describe the 
coffee in the lives of a Union 
regiment. Eighty years later, 

12,000,000 U. S. men and 
women, serving ashore, afloat 
and aloft in World War II, 
could say ‘Amen’ to that 
early chronicle. For the in- 
clusion of coffee in their ra- 
tions, they could thank the 
Congress of 1838. And for 
the quality of that coffee, 
they could thank the U. S. 
Army Coffe Advisory Committee of the National Coffee 
Association. 

Just last May, the Quartermaster General of the U. S. 
Army gave to the Advisory Committee about as meaning- 
ful an accolade as any conscientious working group could 
hope to earn. Quoting from and concurring with an ofhcial 
publication of the Department of the Army, Major General 
A. T. McNamara, said, “For the government, NCA certi- 
fication is tantamount to quality acceptance.” 

For those readers who are not familiar with the functions 
of this committee, a little background should be appropriate 
here. This is especially so, inasmuch as two of the original 
members are no longer active with the group. 

It was in 1941 that George C. Thierbach, then president 
of the National Coffee Association, appointed the first 
Advisory Committee. One of the most remarkable things 
about the committee is that, although it has been serving 
the Armed Forces continually for 19 years, there is still no 
record or formal agreement between it and the Quarter- 
master General's office. The apparent reason is the complete 
and implicit confidence which the Quartermaster General 
placed in the association and the men of whom it was com- 
prised. 


role of 





What's happening in coffee ? 
By Arthur L. Ransohoff 


Everything. 
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Today, as originally, the committee consists of three mem- 
bers, one of whom is charged with responsibility for in- 
spection activities centered on the Atlantic Coast, one for 
the West Coast, and one for the Gulf Coast and Houston 
The Committee's specific assignment is to grade and classify 
coffees purchased by the New York Military Subsistence 
Market Center for use by the Armed Forces. 

Although the grading and classifying is done under the 
direction and supervision of the Advisory Committee, the 
actual physical work is done by coffee experts who are 
actively engaged in grading and classifying coffeees for the 
commercial firms with which they are associated. Only such 
men as have established themselves as fully qualified are 
placed on the list of graders and classifiers for the U. S. 
Military Services. 

The final objective of the committee's work is perhaps 
best expressed in a 1952 staff report of the Munitions 
Board study team, which said that the group's efforts as- 
sured that the government would receive “only coffee that 
conformed in all respects to the purchase specifications.” 

An official publication of the Office of the Quartermaster 
General says of the committee's activity: “In general, the 
unusual procedure—unusual in that green coffee is one of 
the rare items accepted by the government on the approval 
of nongovernment inspectors—has been termed ‘highly 
satisfactory.” ” 

The coffee experts who were appointed to the first Ad- 
visory Committee were: James M. O'Connor, chairman and 
New York member; John E. Duff, San Francisco member; 
and Albert Hanemann, New Orleans member. An official 
Quartermaster’s Office publication released in 1958 said of 
these men: ‘As a remarkable attest to their effective service, 
the original members of the Advisory Committee have 
served continuously since their appointment in 1941.” 

As of January Ist, 1959, Mr. Duff and Mr. O'Connor 
retired from the Advisory Committee and were succeeded 
by W. O. Granicher and the writer, respectively. Mr. 
Hanemann continues as the New Orleans member. 

The simplest way to report on the Advisory Committee's 
performance during 1959 is to say that it continued to 
function smoothly, and that it graded and certified 597,854 
bags of coffee up to December 8th. Of this total, San 
Francisco handled 191,674 bags, New Orleans 127,268 
bags, and New York 278,912 bags. 

Because I am often asked about the procedure of grading 
and classifying coffee for the armed services, it might be 
well to outline it briefly here, 

The chain of events begins when copies of Notices of 

(Continued on page 168) 
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CARL BORCHSENIUS CO., INC. 


94 Front Street, New York 5, N. Y. 


302 Board of Trade Annex, New Orleans 12, La. 
210 California St., San Francisco I, Calif. 
1855 Industrial St., Los Angeles 21, Calif. 
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REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADOR 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 
San Salvador - EI Salvador 


Cables: Coscafe 


Acme Code 
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the coming year for urns 





giant automatics are on the way 


By LOUIS KAPLAN, President 


Cecilware-Commodore Products Corp 


Two terms have become the catchwords of industry in 
recent years—automation and miniaturization. And as 
we look at the future of the coffee urn business, we find 
the industry embracing one and rejecting the other of 
these concepts—and doing so for very good reasons. 

Actuaily, when you con- 
sider that the trend toward 
miniaturization in other 
fields move 
greater 
comes immediately apparent 
that in coffee urns, greater 
convenience is accomplished 
by greater size, not less. To 
be specific, the coming year 
will see the introduction of 
larger coffee urns than ever 
before. 

Large is a relative term, 
of course. Here we use it to describe truly giant urns, 
capable of delivering 60 gallons of coffee at a time. 

Mass food and beverage preparation is big business 
these days, and is required to meet the needs of hundreds, 
even thousands, of people during one meal period. Even 
the largest batteries of the older type urn are worked 
to capacity—and beyond—in many kitchens. The time 
required to keep them in constant operation is an ever- 
increasing expense. On the other hand, the mechanics 
of preparing one gallon of coffee are basically no dif- 
ferent from those in preparing 60 gallons at once—if 
an urn of that capacity is used, 

If we may be contradictory for a moment, in a certain 
sense these giant urns do represent a form of miniaturi- 
zation. When you consider the space that a three-piece 
urn battery occupies to produce a maximum of, say, 40 
gallons, you realize that a single compact urn with a third 
more capacity is still “miniaturization” in terms of total 
space saved. 

Now size—or rather capacity—doesn’t mean very much 
if the quality is not also improved. However, we are well 
beyond the point where coffee grounds can be thrown 


is a toward 


convenience, it be- 
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into a vat of boiling water and the result called “coffee.” 
These super-capacity urns incorporate all the develop- 
ments and improvements that have become standard in 
smaller, more conventional urns. 

Thanks to the work of The Coffee Brewing Institute 
(with whom we at Cecilware-Commodore have been 
privileged to work closely), formulas have been evolved 
that make it easy to brew good coffee in any quantity. 
But when preparing batches that require up to 20 Ibs. 
of ground coffee, it becomes imperative that the Insti- 
tute’s suggestions as to equipment be followed also. 

With a dry weight of 20 Ibs, pulling at a cloth bag 
(and much more weight when it is wet), it is essential 
that the bag be supported by a gridded riser. Aside from 
the physical danger of tearing the bag, the quality of the 
brew must be considered. Only a riser can assure even 
and uniform extraction from such a large quantity of 
coffee. 

(Continued on page 167) 
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can expect bigger 
and better urns in 
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A Coffee Convention “Fact-Reference” Feature 


what’s ahead in glass coffeemakers ? 





By JON ZITZ, Vice President - Sales 
Hill-Shaw Co., Vaculator 


decade, a decade that 


T he 


promises fierce competition not only for U. S. companies, 


1960 first year of a new 
imong themselves, but also from other countries, which 
are trying unceasingly to get a greater share of U, S. 
dollars 

away the veil 

of darkness that 
Let's 


those wisps that distort the 


Let's tear 
hides the 
future blow away 
ycars ahe ad 


What 


remaining 


does 1960 and the 
years ot the de 
cade hold for you, the roast 
er, in relation to the glass 
coffeemaker industry, — in 
selling to the restaurant and 
institutional field ? 

First, you'll find the cof 
fee roaster doing more me 
chandising. He'll be checking his packaging, his customer 
service, his brewing equipment from this standpoint: does 
it help sell more of his coffee? 
An example is a lively current trend. Many coffee 
people are duplicating their trade-mark, or package de 
on the coffeemaker bowl. If the roaster is a 


Sign, rigaat 


operator, he often includes his telephone number, 


I 
making him easy to reach if the restaurant man wants an- 


lox al 


other coffee delivery or requires some additional service. 

Some coffee roasters have held off on much bowl 
branding, saying that the restaurant man might expect 
to get his glass servers free. But in actual use it hasn't 
worked out that way. Coffee people, large and small, are 
using Vaculator bowls screened with their private brand. 
And these coffee people get paid for the replacements they 
furnish. 

I'm sure that some of the coffee companies with ad- 
vertising agencies will have them come up with sales 
messages that give brand identification and se// the idea 
of drinking more coffee. This could be a particularly 
effective approach for those roasters who also have a re- 
tail brand of coffee. Each bowl becomes its own ad- 
vertising bill-board, 

Another version of coffee merchandising at the point of 
sale is the serving of coffee in glass decanters. The use 
of glass in many fields has become increasingly popular. 
Today's picture windows, with their feeling of spacious- 
ness, the drive-in with wide glass expanses to show cleanli- 
ness and to glamorize food preparation—all tie in with 
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the same general idea of coffee service in glass. 

Only with the glass decanters can you SEE the taste- 
tingling color of coffee; SEE the cleanliness of the bow]; 
SEE how much coffee remains in the decanter (other types 
which hide the coffee quantity, are often carried by a 
waitress to a table only to find the server almost empty). 

While there is a breakage factor as compared to metal, 
the cost for glass is far less than metal, and you don’t 
have the danger of burning out the unseen empty bottom 
of the metal bowl. 

So, branding the bow] with your name is merchandising. 
Using glass for coffee service is merchandising. And now 
we come to still another form of selling—customer ex- 
posure. By customer, I mean the one who drinks your 
cofttee. 

The greatest exposure should be of the actual merchan- 
dise you're selling—the coffee just before it’s poured into 
the cup. That's why the use of warming stations spread 
throughout the restaurant is showing such a great increase. 

Every two-burner warming station, with its two de- 
canters filled with hot, appetizing coffee, is a constant 
sales-maker for the restaurant and for you. At this one 
sales location you show your product at its best. You 
tie in your brand (if your glass is screened with your 
name), and you have your product close to the consumer. 
You can't ask, or set up, a better sales arrangement than 
this. 

Now, ,if you supply a menu tip-on, or the menu itself, 
with a message selling the satisfaction of drinking good 
coffee—man, you're riding high. 

Here we are now with fine, sales-making coffee service. 
But how about those periodic complaints on “cold” cof- 
fee? The most commonly used warmers are those that 
have a single heat element controlled by a simple on-off 
switch. These work quite well in most cases and involve 
the least expense to the customer, Just make sure that 
the element has enough wattage to keep the coffee hot. 

Bu another type of warmer unit is becoming popular, 
particularly with chain operators like W. T. Grant, G. C. 
Murphy, H. L. Green and many, many others. 

This is the warming unit with two separate, distinct 
heats: one to keep a full decanter hot, and the other to 
keep less than a full pot at the right serving heat. This 
gives more accurate temperature control, yet with a defi- 
nite setting that doesn’t need frequent adjustment and 
can't be jarred out of position. 

Some of the chain operators even go beyond that. They 

(Continued on page 147) 
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In countries in which taxes on coffee are high, retail 
prices are not very sensitive to relatively small changes in 
green coffee prices, but in countries that do not impose any 
taxes on coffee, or very low taxes, the opposite is true. 

Last year, then, was a period in which a record volume of 
coffee moved in international commerce. It was a year in 
which, after its early months, prices became relatively stable, 
and in which, for the first time, producers of the Western 
and Eastern Hemispheres came ogether in a marketing 
agreement. In addition, the Coffee Study Group, represent- 
ing both coffee-producing and coffee-importing countries, 
was preparing to examine carefully the present status and 
long-term prospects of the world coffee industry, in order 
to determine what steps should be taken to strengthen its 


| . 
y h wey 
S Crvin o t h C C 0 f f ce 9 position. And the Board of Directors of the International 


Coffee Agreement approved plans to broaden and intensify 


T a and Spice Markets coffee promotion. 
For the world coffee community, these were good signs. 
of the World... 


VIA 


what's the outlook? 
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WORLDWIDE is to promote coffee in what we call traditional markets, 
RADIOTELEGRAPH the United States and Canada, and the whole of Western 


Europe. We must not forget, at the same time, that 
AND CABLE CIRCUITS many producing countries, especially in Latin America, 

are also large consumers. Much is now being done in 
INTERNATIONAL Brazil, Colombia, Costa Rica, El Salvador, Mexico and 
TELEX SERVICE elsewhere to increase consumption and upgrade consumer 


tastes. I am sure that before long we shall work out liai- 
son with the promotion bodies in these countries, to our 


LEASED CHANNEL mutual benefit. What they are doing is an integral part 
SERVICE of the total effort of the coffee industry to solve its 


problems and achieve long-term stability. 


MARINE RADIO 
SERVICE should we touch the sacred cows? 


(Continued from page 45) 





via All America 
Commercial needs high prices. 

° ‘onsider these hypothetical figures expressed in United 

Mackay Radio Rcgivnnrien e hypotheti gures expressed in Unite 


Price F.O.B, Brazil 

Presume transportation to 
es ae port, storage, preparation 

for shipping etc. ......... 


change control, we cannot accept the idea that the farmer 


American | 
65% of sales price 


C a b | e & R a d i O “confiscated” by 


ae government . 

S ys tem Price to the farmer $ .09 per pound 
an ITT associate Though very rough, this indicates that a price of about 
67 Broad Street, New York 4, N. Y. 12¢ F.O.B. (9+3) would be possible without injury to 
the farmer if Brazil were to give him all the dollars his 
coffee earned, Drastic readjustment in the operation of 
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rapid changes in food service 
changes in coffee urns 


require 





By BRUCE B. BLICKMAN, Vice President, Coffee Urn Division 


S. Blickman, Inc. 


Of all the foods and beverages offered by restaurants 
and institutions to the people they serve, coffee probably 
ranks first in the day-to-day importance ascribed to it by 
customers and operators. No wonder that both food service 
managers and equipment manufacturers are taking a keen 
interest in ways of improv- 
ing the product and the pro- 
cess by which it is made. 

This interest is heightened 
by the fact that after a slow, 
late start, “‘automation” is 
beginning to be applied to 
the food service industry as 
a whole, particularly in pro- 
duction and distribution. In 
dollar value, the amount of 
equipment per seat in restau- 
rants has doubled in the past 
five years. The food service 
industry, then, is undergoing a number of rapid changes, 
which can be summarized in their application to coffee urn 
trends as follows: 

1. Expansion in the number of food service outlets, 
without, in many cases, corresponding increases in the num- 
ber of food preparation centers. This includes, for example: 

a. Use of mobile wagons for coffee-breaks in business 
and industry. About 75% of all employed people in this 
country now enjoy coffee-breaks, Surveys have indicated 
that probably the fastest way of serving them is via mobile 
units to bring the beverage to their desks or work stations. 
Most such wagons carry three, five or ten gallons of coffee 
in one or two serving units. 

Such service demands either ‘junior’ urns that fit on the 
wagons, or highly efficient urn batteries at headquarters. 

The new “junior urns are plug-in brewing units with 
their own supplies of hot water. They may also be attached 
to any kind of gas, including small units of bottled gas 
that are often carried on mobile units. 

Junior urns will brew either three or five gallons of cof- 
fee from supplies of five or eight gallons of always-boiling 
water. They are made of stainless steel, completely welded 
rather than soldered, and use stainless steel filters rather 
than messy bags or filter papers. They can be disassembled 
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and cleaned quickly and easily an important point with 
mobile equipment. 

Where the preference is for brewing coffee at a central 
facility and carrying it in insulated containers to the serv- 
ing area, highly efficient batteries of coffee-making equip- 
ment are installed in the headquarters of specialized coffee- 
making services, commissaries and kitchens. These make 
use of time, temperature and flow controls ,stainless steel 
filters and heavy-duty construction. 

b. Stationary decentralized serving units are also coming 
into their own in public buildings, factories, amusement 
places, offices, hospitals and other places. These may be 
called canteens, snack bars or even highway ‘‘drive-ins’’ or 
restaurants. They are set up to do enough business to be 
profitable with one or two people manning them, but not 
with a complete complement of preparation and service 
workers, This, again, means “junior’’ urns on the spot, or 
large efficient urn systems at headquarters, from which cof- 
fee is drawn for service from vacuum containers. 

2. Changes in people in the restaurant business. Like 
other businesses in this country, the restaurant business is 
growing. The growth includes two trends: 

a. Increased professionalization of the large restaurant 
organizations and their expansion into many types of food 
service. This carries with it a corresponding emphasis on 
efhicency and specialization within the organization; and 

b. Entry of franchised operators “who need no ex- 
perience whatever (the entire operation is set up for 
them) who are likely to be less professional in their ap- 
proach to food service and established sources of supply. 

For both of these groups, as well as for older segments 
of the restaurant industry, the coffee roaster and merchant 
has an increasing opportunity to be of service and to offer 
his specialized ‘know-how’ by distributing coffee urns and 
other coffee-making equipment, as well as coffee. 

Our own company, recognizing the increasing complexity 
of having all food service equipment distributed through 
restaurant equipment dealers, who, in the nature of things, 
cannot specialize, has decided to make its line of urns avail- 
able for sale to and through coffee roasters and merchants, 
who can then take advantage of their own specialization to 
be of greater service to their customers. We have set up 

(Continued on page 136) 
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should we touch the sacred cows? 
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the Brazilian government would, of course, be necessary 
were it deprived of this t emendous profit. The point 
here is, however, that high prices are necessary to the 
Brazilian government, not to the Brazilian farmer. 

This leads us to the examination of the third “sacred 
cow”. This is the assumption that the producing countries 
must have high prices to support themselves, buy our 
goods, avoid communism, etc. This is a broad subject, 
but we must at least question the soundness of a policy 
whereby the long run price of a commodi'y is determined 
by the needs of the seller rather than by the demands of 
the buyer and the economic factors of cost of production 
and reasonable profit. Prices sanctified by the needs of 
the producing countries cannot be accepted by the Ameri- 
an public as inviolate. The American housewife would 
not be happy if she realized when she bought a one-pound 
bag of Brazilian coffee for 50¢ or so that over 20¢ of the 
price was a subsidy to the Brazilian government. 

This, then, leads us into our fourth question. Frequent 
statements refer to “low coffee prices”. Are coffee prices 
really low? Where is our point of reference? Certainly, 
they are low compared to the recent past. We could also 
say they are seven times what they were 25 years ago, 
(in the case of F.O.B, Brazils). 

We noted above that the Brazilian farmer still seems 
to be well off, even though receiving only 35% of the 
proceeds of his product. This indicates that cost of pro- 
duction, at least in Brazil, is much less than half of today’s 
selling price, F.O.B. Brazil. Furthermore, the continuing 
planting of coffee right up to the present in the face of 
overproduction and weak markets ts evidence that pro- 
ducers think prices attractive. Whether prices are too low 
or too high is not easy to say. There is no clear point of 
A statement that coffee prices are low makes 
Unqualified use of such 


reference. 
questionable presumptions. 
phrases as ‘present low prices’’ is not justified. 

What has been said here may sound unsympathetic to 
the plight of the producing countries. It is not so intend- 
ed. Only through frank, objective analysis of basic issues 
can we gain the perspective necessary for appraising the 
national and international efforts to solve the massive 
problems facing coffee. The world hopes that the leaders 
in these efforts will find medicines to cure the sick coffee 
market without killing all of its freedom. 


long term trends in coffee 
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the next few years (unless government action specifically 
aims to curb the rate of advance.) 

In an important sense, cyclical overproduction has de- 
veloped as a Brazilian phenomenon and is becoming more 
pronounced in Africa, Milds may not suffer as greatly 
from over-supply, so long as consumers continue to enjoy 
high incomes and a growing preference for better quality 
coffees. However, relative prices will play a part, as will 
availability of quality coffees from Brazil and Africa. 

In brief, the evidence suggests that a further consider- 
able expansion in the world surplus looms ahead in the 
coming years, with its impact particularly great on Brazil 
and Africa. 
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“Let’s vend 6,000,000 more cups a day!” 








“Coffee is being out-classed, out-promoted, out-sold 


and is out-of-pocket on business which can be ours.’ 


ia 


By K. C. MELIKIAN, Executive Vice President 


It's an unfortunate reflection upon the coffee industry 
that it’s easier today to secure a carbonated beverage than 
it is to secure a cup of water. The same cannot—by any 
means—be said for coffee. 
industry can do such a job, 
then the coffee industry not 
only can but should. 

As a matter of fact, the 
full scope of the failure of 
our collective interests can 
be determined by one suc- 
cinct comparison, 

In 1958, the most recent 
year for which figures have 
been compiled, 124,000 cold 
drink machines 
were built, sold and placed 
on location. 

In the same year, 12,669 coffee and hot beverage ma- 
chines were built, sold and placed on location.* 

The facts demonstrate that we are not just lagging 
behind. We are being out-classed, out-promoted, out- 
sold and, if I may add, out-of-profit on business which 
ordinarily can be and should be ours. 

The cold drink industry is doing a job ten times better 
than we are. While we are all proud of the coffee break 
and its valued role in production, we have failed to note 
that this is only one of the possible areas in which coffee 
can be promoted. 

I make no plea here for an expansion of an advertising 
or public relations program, although, I confess, it might 
be helpful. But I do plead here for you to contemplate 
for one solemn moment the extent to which coffee is be- 
ing out-merchandised by a product which, whatever its 
virtues, stands upon soft ground in comparison with our 
own. 


vending 


*Source: U. S. census figures published in 1960 Directory of Auto- 
matic Merchandising 
Publisher: National Automatic Merchandising Association, 
Chicago, Illinois 
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The unfortunate nature of 
this reflection is simply this: if the carbonated beverage 


Rudd-Melikian, Inc. 


Most of us who are readers of this magazine are quite 
familiar with the energy values of coffee. We know its 
nutritional value. We know the verdict that any fair- 
minded scientists would report if he were to assess the 
relative values of carbonated cold beverages versus coffee. 

But obviously we have not gotten our story across; or, 
if we have gotten it across, we have failed to capitalize 
upon it. 

Years ago, the president of one of the major bottling 
“We have only one real 
But our posture in 


concerns remarked to me, 
threat . coffee.” He was right. 
the market place can hardly be called threatening. 

Reflect for still another moment on where we might 
stand had we not collectively buried our heads in the sand. 

I propose to use figures below which may be subject 
to criticism, They are averages and suffer all the faults 
of averages. 

If 124,000 coffee machines had been built, and if each 
averaged only 50 cups a day, the total number of addi- 
tional cups of coffee consumed would be slightly over 
6,000,000 per day! This is, I submit, an objective worth 
striving for. 

Certainly it is as important to the coffee-producing 
countries to expand consumption as it is to restrict the 
supply. And certainly sheer availability of coffee will go 
far toward achieving that objective. 

In any marketing program, we must not only consider 
the merits of the product, the salesmanship behind it, the 
research to evaluate it, but we must also consider two 
aspects without which all the rest is fruitless. Those 
two aspects are availability and accessibility. 

The best advertising in the world cannot sell in quantity 
a product that cannot be easily secured. This generaliza- 
tion may not hold true for a Bentley or a Rolls Royce. 
But we are selling a cup of coffee. . . not an automobile. 
We are not pursuing the top bracket market. We are 
pursuing the top, middle and bottom market. 

In this regard, the theme behind the promotional effort 
of the League of Honest Coffee Lovers has great merit. 

Perhaps even more effective—if I may say so—is the 

(Continued on page 142) 
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which conveyor system is best? 





By J. L. ROBINSON, President 


All types and designs of conveying equipment are being 
increasingly used in industry and in our own field of food 
processing. This trend is particularly striking. 

A major factor in this growing use of conveyors has 
been the switch from the multi-storied plants which were 
standard for so many years 
to the more efficient single- 
story structure of today. 


Cutting labor costs 


Expanding industry 
hemmed in by limited sites 
and faced by transportation 
and other difficulties in metro- 
politan areas—has been dis- 
persing to new _ localities, 
where cheaper land makes 
new one-story plants feasible. 

These plants reflect the con- 

stant search for increased efficiency in many ways. They 
permit better flow arrangement of equipment, better super- 
vision of production and reduced use of labor. 

This reduced use of labor does not mean that the labor 
force is likely to find itself short of work. According to 
one prediction, in the next ten years our gross national 
product will increase 41%, while in the same period the 
available labor force will increase only 13%. American 
industry is charged with bringing production into line so 
that this miracle can occur, There is only one way to do 
it—with more and more mechanization, or automation, and 
the use of less and less labor. Conveyor equipment has an 
important part to play in accomplishing this. 


Multiple choice 


When a product is to be handled or conveyed, there is 
always a correct method of accomplishing the desired result 
with the least expenditure. Careful thought and study of 
the various means is needed before a decision is reached. 
This is often complicated by the variety of conveyors avail- 
able. 

The conveyor category includes screws, belts, drags, roll- 
ers, bucket elevators, air lifts, air conveyors. Each of these, 
in turn, is often divided into types 
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Jabez Burns & Sons, Inc. 


Is the trend to air conveyors? 


To judge by the amount of talk and writing, the tendency 
today is toward the use of air to the exclusion of mechanical 
devices. 

In our varied interests in the food processing fields, we 
have supplied—and are still doing so—all types of con- 
veyors, as listed above. Air conveyors are not supplanting 
mechanical conveyors. They are getting a great deal of 
attention and are much discussed. It must be remembered 
that air conveying is relatively new, and that new devices 
have more news value and offer more opportunity for dis- 
cussion than older, well established developments. 

Our position is that there are definite times and places 
where movement of goods by air offers advantages. We do 
not think this means should be indiscriminately used to the 
exclusion of mechanical equivalents, unless these advantages 
are proved to exist, 


Power costs 


The greatest detriment to air conveying is the resultant 
operating cost. It takes considerably more power to move 
goods by air than mechanically. 

Let us move out of the food processing field generally 
now, and confine ourselves to coffee processing. 

The argument is often presented that power costs are a 
minor factor in the overall cost picture, but with this we 
cannot agree. 

All businesses today are competitive, and this is particu- 
larly true in the coffee processing business. Any unnecessary 
increased costs can be a factor in this competitive situation. 

It is true that power is cheaper in regions or areas sup- 
plied by, or through, hydro-electric stations. But there 
again, even though the price is less in such locations, it 
still should not be used wastefully. 

If every conceivable corner of expense is not carefully 
guarded, many such corners can readily build up and as- 
sume proportions to the extent that selling against a careful 
competitor becomes difficult or profitless. 

Coming back to hydro-electric areas, it is a fact that 
electricity is sold cheaper there, but the overall costs must 

(Continued on page 143) 
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the growing importance of grind control 





By J. P. KISSANE, B. F. Gump Co. 


For many years, coffee roasting companies have been 
faced with increasing pressure from one source or another 
to control more accurately the particle size distribution in 
their ground coffee. Many steps have been taken, both 
by the coffee industry and by individual companies, to im- 
prove the quality control of coffee grinds. 

Undoubtedly, the most outstanding single step toward 
this end was the establishment in 1948 of standards re- 
garding regular, drip and fine grinds, by the Brewing 
Committee of the National Coffee Association; and we 
believe that most of the coffee trade has accepted these 
standards as the yardstick by which to measure their par- 
ticular ground coffee production. Certainly, we as manu- 
facturers of grinding machinery use these standards con- 
stantly as a reference in developing better and better 
equipment for the coffee industry. 

More recently new pressures for grind control have 
arisen. New brewing devices have appeared on the mar- 
ket; the rapid growth of soluble coffee has required the 
establishment of a totally different set of grind specifica- 
tions; and now the increasing popularity of fresh-brew 
vending equipment brings up yet another series of grind 
requirements, 

Again, it is natural for us as machinery manufacturers 
to stay aware of these changes in the needs of our cus- 
tomers and we are steadily accumulating a broader know- 
ledge of the adjustments and settings which have to be 
made to grinding equipment in order to meet the grow- 
ing variety of grind specifications, 

Before getting into a discussion of the factors affecting 
the control of coffee grinds, we want to point out the im- 
portance of following the recommended standard _pro- 
cedure for analyzing grinds, Despite the wide accep- 
tance in the coffee industry of the Brewing Commitee’s 
standards mentioned above, we find a surprising number 
of companies that do not follow the test procedure out- 
lined by the Brewing Committee. Obviously, it is dif- 
ficult to compare grind analyses with those taken by other 
plants or by parties called in for consultation on grind 
control, unless the procedures for analysis are uniform. 
If any of you do not have such procedures readily avail- 
able, we among others would be happy to supply them. 

In our various studies, several factors affecting grind 
control have become apparent. Most of these factors have 
therefore been known to the trade, but the importance of 
some has perhaps not been fully appreciated. Certainly 
the most obvious is the importance of correct operation 
and maintenance in grinding equipment. We cannot 


JANUARY, 1960 








How differences in roast color 
affect grinding 


SETTING NO. 


SETTING NO. 6 
n Cinnamon Ytal 


8 
on 
8 
aan 


SETTING NO. 4 
nnamon talian 
.O 
6.74 
45.27 
26.32 
21,6 

1 


The above figures are, of course, on a particular type of 
coffee, and differences in degree of roast may vary less or 
even more depending upon the type and grade of coffee 
used. However, the figures clearly show the different re- 
sults on the final grind. 








stress too much the advantages to be gained by a regular 
schedule of operational checks and of maintenance. For 
instance, we find many cases in which companies wait too 
long before having the grinding rolls resharpened. Such 
delay definitely causes a “mushy” grind and makes it 
dificult to meet established grind specifications, Other 
companies, usually because of increasing production, try 
to increase the capacity of a granulizer beyond its design 
limitations, However, we find that too rapid a rate of 
feed causes a crowding of the cracker section or a build 
up of cracked coffee on the granulizing rolls. 

instances in which grinding roll 


We also find many 
in other words, the 


clearances are out of adjustment 
grinding surfaces are not parallel and the coffee flowing 
down one side of the machine will be ground differently 
from that flowing through the other side of the machine. 
There are other factors relating to the proper maintenance 
and use of granulizers, but these examples will suffice 
to indicate the importance of this first basic prerequisite 
for proper grinding control. 

Other factors, relating to the particular type of roast 
coffee bean being fed to a granulizer, have also been 
found to influence noticeably the resulting grind. For 
example, coffee which has been over-quenched or insuf- 


(Continued on page 177) 
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* (Coffee Equipment: 


sorting coffee 


A Coffee Convention “Fact-Reference” Feature 


by electronics 





This article is from Gordian Kaffee-U. Tee Market, Ham- 
burg, and appears here by special arrangement with that 
publication of the German coffee and tea industries. 


The problem of sorting roasted coffee—which is prac- 
ticed by Germany to an extent scarcely known in any 
a technical one but primarily a 


In view of the well-paying 


other country—is not 
problem related to personnel. 
jobs in which women frequently can find employment 
with easy and non-tiring work, it is constantly more dif- 
ficult to obtain and keep women and girls for the monoto- 
nous work of coffee sorting. In the same way, it is dif- 
ficult to obtain sorters who do their work with the con- 
scientiousness which is required for coffee, which after 
all is a rather costly raw material. Sorting of coffee is 
for many reasons, however, an insurmountable necessity 
incumbent on the roaster, a necessity which also results 
in considerable expense. 

In job analyses, it has been found that a coffee sorter 
on the average can sort out, at most, one poor bean per 
Let us assume that it would be readily possible to 
obtain and let us furthermore that it 


would be possible for these sorters to operate w.th ut- 


Sece nd. 


sorters, assume 


A coffee sorting room equipped with Elexso machines. 


JANUARY, 1960 


most care, speed and uniformity, Their output would 
therefore necessarily be reduced by half, if the percentage 
of defective beans in a given grade of coffee should be 
doubled as compared with another grade. In other 
words, the cost of sorting increases with the percentage 
of poor beans, in the case of hand sorting. 

That's not all, Man is subject to all possible influences, 
both from the outside and from the inside, also—and 
even particularly—during his work. The eye is not al 
ways infallable, the hand not always certain and fas’ 
Manual work, in essence, excludes the possibility of uni- 
formity—-thank God, we are tempted to say. 

Now let us also include in this analysis generally in- 
creasing wages, absence due to illness, questions of sani- 
tation, etc., and we have a picture which on the whole, is 
not very bright. 

Solutions to this problem have at all times been sought; 
they have only become urgent today. For infallible 
sorting by machine of coffee beans with respect to color, 
the photoelectric cell is available. To be sure, it is neces- 
sary to pass each individual coffee bean in front of it, so 
that it can compare them with a standard color determ- 
ined by the roaster and can decide as to whether their 
color differs. The difficulty resides technically in the high 
speed of passage necessary for profitable operation, as 
well as in the fact that the coffee bean which has been 
found defective must be separated with absolute pre- 
cision from the others. 

This problem was satisfactorily solved in the United 
States at the beginning of the 30's by a machine which 
was developed by the Electric Sorting Machine Co. and 
which, with the advance of the electronic art, developed 
into a perfect instrument for machine color-separation 

The development of such a machine, in view of the 
extensive and costly foundation work, is possible only 


(Continued on page 89) 


The heart of the Elexso electronic coffee bean sorter. 
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trends in coffee packaging 





By R. G. FISHER, Vice President-Marketing 
Continental Can Co. 


Substantial reductions in the price of coffee in 1958 and 
again in 1959 gave a good boost to consumer demand for 
both soluble coffee and ground coffee. Lower prices not 
only boosted demand but induced some of the large 
packers of coffee to undertake promotional drives. These 
campaigns further stimulat- 
ed retail sales, and as a re- 
sult, packing activity and 
package requirements were 
increased, 

Industry shipments of cof- 
fee cans rose about 4% in 
1958, and were expected to 
increase more than 5% in 
1959. Promotional activity 
has been a favorable factor 
throughout the past year, 
particularly in the 2-Ib. 
economy size can. In 1960, 
and in the years immediately thereafter, industry can 
shipments are expected to continue on an upward trend, 
but at a reduced rate. 

Coffee prices are being forecast to remain relatively 
level or to show only a slight decline. Anything more 
than a slight decline in price might well bring about more 
effective controls or shipping quotas by agreement among 
the coffee producing countries. It is also assumed that 
the prospects of continued oversupply will militate against 
any increase in prices. 

Given the favorable coffee price situation, two plus 
factors should help the continued growth of coffee can 
shipments. First, overall consumption of coffee should 
continue to increase during the years immediately ahead, 
due to population gains and favorable shifts in the popu- 
lation mix. Second, and more important, cans are ex- 
pected to continue to increase their share of the ground 
coffee market at the expense of bags. With lower coffee 
prices, the housewife can take advantage of the con- 
venience factor of leaving the coffee in a can, knowing 
that its freshness and flavor will be retained. 

By 1958, cans were used to package over half of all 
ground coffee and by 1962 should have captured close 
to 60% of this market. This compares with just under 
one-half in 1955. 
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On the other hand, it looks as if soluble coffee will 
continue to make inroads on regular ground coffee sales, 
although at a slower rate than in the past. Roastings for 
soluble were up 5% in 1958, should have risen approxi- 
mately 6% in 1959, and could increase by about 5% or 
6% in the next few years. It is estimated that by 1962 
about 27% of all cups of coffee consumed in the United 
States will be made from soluble coffee. This compari. 
with 15% in 1955. 

The introduction of a large size container for soluble 
coffee is one means being considered for increasing the 
consumption of this product. However, any extra impetus 
in a change from ground to soluble because of this may 
be counteracted in part by the 2-lb, economy size can 
now being promoted for ground coffee. In 1957 (most 
recent data available), the 2-lb. key-opening can accounted 
for nearly 10% of the industry's can requirements. This 
percentage will increase as time goes on, although the 
1-lb. can will continue to dominate the market. 


sorting coffee by electronics 


(Continued from page 87) 





where there is a sufficiently large market. In view of the 
large consumption of legumes, nuts, dried fruits, etc., in 
the U.S.A., the development and construction of such ma- 
chines was worthwhile and possible there. About 2,000 
machines of this manufacture are in operation today in 
the U.S.A. 

The beneficial use for German sorting of coffee beans 
resulted at first accidentally, and only at a time when the 
use of such machines became necessary here for reasons 
of cost and modernization. 

In this connection, the electronic sorting machine is 
particularly suitable for the sorting of roasted and green 
coffee. It is of interest that, for instance, in a factory- 
like large plant in Leopoldville, about 75% of the green 
coffee from the Belgian Congo is automatically sorted 
on the same Elexso machines in 24-hour operation. 

Since December, 1958, these electronic coffee sorting 
machines have been on the German market. In this time, 

(Continued on page 134) 
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% Packaging: A Coffee Convention “Fact-Reference” Feature 


what’s new in flexible packaging ? 





Ground coffee in a bag now stays fresh for weeks . . . 


By RALPH C. KRUEGER, Manager, Converter Sales 
Packaging Division, Film Department 
E. |. du Pont de Nemours & Co. 


At opposite ends of the nation, two large coffee packers 
are now pioneering a new type of flexible package for 
ground coffee a sturdy paper bag lined with polymer- 
coated “K”’ cellophane. 

The Brownell & Field Co., 
using the new bag in the 
consumer field, and J. A 
Folger & Co., of San Fran- 
cisco, is adopting it for in- 
stitutional packs. Both com- 


a Providence, R. I., firm, is 


panies report quite satisfac- 
tory results in flavor protec- 
tion and bag durability. 

The new bag is a joint de- 
velopment of the Du Pont 
Co., which makes the cello- 
phane, and three leading con- 
verters Arkell & Smiths, 
the American Bag & Paper 
Co., and the Continental Can Co, who are now making 
the bag. 

In extensive testing, much of which was reported in 
the September issue of COFFEE & TEA INDUsTRIES, Du Pont 
and the converters found that coffee in this bag stayed fresh 
far longer than required for normal shelf life in consumer 
selling or for usual shipping and storage time in institutional 
use. In addition, shipping tests, run during severe freezing 
weather to bring out any tendency for the bag to crack or 
grow brittle, showed no significant damage. 

Folger was the first coffee packer to explore the new bag 
construction. The West Coast firm ran a six-week test last 
fall which indicated that the cellophane-lined bag was 
superior to other bags they had used. 

“After our evaluation period,” J. L. Moore, Jr., Folger’s 
general manager of restaurant and institutional sales, recent- 
ly told us, “our research people unanimously judged the 
bag lined with ‘K’ cellophane to be better in holding cof- 
fee flavor than the other film-lined bag we were then using 
for our institutional pack. Now that we have switched to 
the new package, we have also found that it is better 
adjusted to our production requirements, and it has 
eliminated sticking problems that we had previously ex- 
perienced.”’ 

In packing coffee for the consumer field, Brownell & 
Field also reports satisfactory experience. 
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In consumer use, the new bag construction may help 
break the economic bottleneck of in-store grinding of bean 
coffee. Because bean coffee in bags is cheaper than vacuum 
packs and is freshly ground to order in the store, it has 
been in great demand at supermarkets, Capitalizing on the 
“fresh-ground’”’ qualities, larger stores have succeeded in 
building strong acceptance for coffee ground before the 
customer's eyes. Today, most of the 500,000,000 Ibs. of 
bagged coffee bought yearly by Americans is ground in the 
store. 

However, this has created a serious dilemma for the 
supermarket. Housewives clog store operations while wait- 
ing to grind their coffee, and some enterprising individuals 
even cram a pound and a half into a one-pound bag, abuse 
the machine by changing gears in mid-grind, or dial the 
wrong setting and put the mis-ground coffee back into the 
display. 

In addition, shelf grinders themselves take up high- 
premium space, are messy, and require frequent mainten- 
ance. Worst of all, if a store grinder breaks down, bagged 
coffee sales stop. 

Of course, some stores help eliminate the self-service end 
of this problem by having their own sales people grind 
coffee. But this provides more complications by pushing up 
labor costs and whittling away coffee profit margins 

As a result, major retail chains are now looking for ways 
to banish store grinding, yet still keep coffee prices lower 
than vacuum canning will permit. Presently, the best answer 
seems to be grinding and bagging coftee at terminal points 
by the wholesaler or the roaster. 

However, protection of delicate coffee flavor and aroma 
becomes a major problem. Whether the coffee is headed 
for consumer or institutional use, its bag must provide an 
effective barrier to lock in freshness, yet also be low in cost 
and easy to use on high speed packaging machinery. In 
short, the coffee bag must keep the product fresh and in- 
tact throughout shipping, handling and shelf-life or stor- 
age, At store level, protection for at least two weeks is 
required in supermarkets, up to six weeks in smaller stores 

The new bag lined with “K” cellophane seems to fit 
these requirements quite adequately. This film is already 
well established as a bag-liner material in the spice and 
seasoning field, where it is used for protecting the flavor 
of institutional packs, and in the milling industry, where 

(Continued on page 95) 
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% Packaging: A Coffee Convention “Fact-Reference” Feature 


report: developments in coffee bags 





new surfaces outside, new films inside 


By REINOLD T. WOODFORD, Technical Director 


Considerable development work has gone into the make- 
up of the coffee bag since our grandfather's day of the 
hand-operated grinders and the packaging of the coffee 
into an ordinary brown kraft bag. 

A tremendous amount of research and development for 
printability and keeping qual- 
ities has gone into papers that 
make up the coffee bag of 
today. The natural brown 
kraft bag has been replaced 
by a bright sheet of paper 
composed of white kraft 
fibers treated to give a highly 
glazed surface which results 
in a glossy printed design. 
High finish and gloss inks 
have been developed for this 
type of 
proper identification 
“buy me” appearance. 

The outer wrap of the coffee bag has for years been a 
50 Ib. basis weight supercalendered white kraft sheet, both 
embossed and unembossed. Recent developments further 
enhanced the package by upgrading of the outer coffee bag 
Sheet by the paper manufacturer. Recently a whiter sheet 
was introduced, at the same time maintaining the light glossy 
surface, which results in greater color brilliancy. 

Experimental work is being done on films, coatings and 
extrusions to add still more gloss and visual impact to 
packages, as well as improved functional performance. 

The liner of the regular coffee bag has been for a con- 
siderable time a 30 Ib. basis weight amber glassine and 
also a laminated glassine. The liner was adopted some 
years ago to prevent the coffee oils from leaving the coffee 
and staining the outer ply. Naturally, with the retention of 
these oils, flavor and aroma are also retained. In a great 
many cases, these packages were used to package the whole 
bean, which was ground at point of sale. This practise has 
continued in the supermarkets for a considerable length of 
time. 

The amber glassine is a sheet of wood or cellulose fibers 
so treated in the papermaking process as to give a tight, 
impervious sheet which resists the passage of coffee oils. 
In fact, 20% of the amber glassine production is used in 
producing coffee bags. The grade most generally used is 


«> 


package to assure 
and 
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Arkell and Smiths 


a 25 and 30 lb.. which means that 500 sheets, size 24” x 
36”, would weigh 25 or 30 Ibs. 

The sheet as described above does not prevent the passage 
of moisture in and out of the bag. It has been an accepted 
fact that sheets which resist the passage of moisture and 
oxygen keep ground coffee fresher for a longer period of 
time. For this reason, amber glassine was laminated with 
wax and used as a coffee bag liner. Two sheets of 20 Ib. 
basis weight amber glassine are laminated with 7 lbs. of 
wax. The glassine gives the necessary grease resistance to 
the package, and the wax prevents the passage of moisture 
vapor and oxygen to the freshly ground coffee. This sheet 
has been used extensively for some years by many roasters. 

Recently there has been an effort by supermarkets to 
eliminate the system of grinding at time of sale and to 
turn to terminal grinding and packaging. This has necessi- 
tated developing new bags which will contain the aroma, 
taste and flavor of coffee over a longer period of time than 
before. The bag industry, in conjunction with its suppliers, 
has risen to the occasion and recently introduced new films 
to solve this problem. With the introduction of films which 
are currently being tested, it is possible to obtain tighter 
closures. 

Up to ten years ago, it was impossible to manufacture 
a conventional automatic coffee bag with a heat-sealed 
closure. This fact was recognized by the industry, and a 
tremendous amount of experimental and developmental 
work was initiated by an engineering firm which devised 
an ingenious machine which combined film and paper 
into a coffee bag that was heat sealed on the bottom 
and could, after filling, be heat sealed at the top as well. 
This was a definite step in increasing the keeping qual- 
ities of the packaged coffee and was adopted by the coffee 
industry. 

This type of package has been growing from year to 
year and will play a big part in future efforts of super- 
markets to eliminate grinding at the point of sale. With 
the adoption of this type of package, it has been possible 
for supermarkets to eliminate grinders, with the follow- 
ing advantages: 

1. Elimination of the grinders affords added shelf 
and display area, which is recognized as being at a pre- 
mium in the markets of today. 

2. The grinders are unsightly in appearance and fre- 

(Continued on page 126) 
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Once again the National Coffee Association 
assembles at beautiful Boca Raton, Florida, for 
their annual convention. 

To their Members and Honored Guests, who 
come from all parts of the world, we in San 


Francisco sincerely hope that this meeting will 


prove most successful to all segments of the 


Coffee Industry. 


E. A. JOHNSON & CO. 


166 California Street San Francisco II, Calif. 
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COFFEE MEN LIKE YOU like Crocker-Anglo Bank. And for good reason. 

They like the enthusiastic way Crocker-Anglo does business . . . at home and overseas. 

Directly, or through a network of correspondent banks in Latin America, ; 
Crocker-Anglo’s International Banking Department works with growers, shippers CROCKER ANGLO 
and importers to help keep coffee cups full to the brim. If you buy or sell in BANK 

the market places of the world coffee, tea, or whatever it may be get to know 


Crocker-Anglo. Discover the difference enthusiasm makes. ee 
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don’t sell Brazil short 





By KENNETH H. FAIRCHILD, Fairchild & Bolte 


‘What is happening in coffee 
zil?’” A quick answer to this question would seem to be, 


“The impossible”’. 


with emphasis on Bra- 


In July, with a visible supply for Brazil of some 40,- 
000,000 bags, it looked like an impossible situation. Yet, 
not only have prices held, 
they have advanced. Exports 
for the first five months 
have exceeded 8,000,000 
bags. 

Many are critical of Bra- 
zil’s policy. Her internal 
situation has paid dearly; 
the cruzeiro has fallen out 
of bed. All this we admit. 

Yet, what would have hap- 
pened if she had not sup- 
ported ? 

Brazil would have ex- 
ported probably no more than 4,000,000 bags. Her 
cruzeiro would certainly have weakened just as severely 
for lack of coffee dollars, and the whole of Brazil's coffee 
industry would be in a state of collapse, probably bank 
rupt. No, rather than condemn, we congratulate Brazil, 
and especially Mr. Renato Costa Lima, on accomplishing 
the impossible. 

What about the future? Brazil has to date eliminated 
some 20,000,000 bags, as follows: 

Exported 
I.B.C. purchases 
1959 consumption 


8,000,000 
7,000,000 
5,000,000 
20,000,000 

Brazil, at this time, is exploring new markets, and 
when we say exploring, we mean really working at it 
with the best possible means at their command, including 
personal visits by Mr, Lima. 

You hear much criticism from the rank and file of 
Front Street. For example, “Russia won't drink coffee, 
and if they do buy it, it will eventually show up here.” 
And the same for Japan and China. 

Well, all of this reminds us of the broker who, be- 
cause the futures are off and business is quiet, doesn't 
even bother to work. 

No one is going to do any business accepting defeat. 
Brazil is working, and working hard. Maybe they won't 
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accomplish anything this year, but no one can count them 
out for not trying, As a matter of fact, the members of 
the Pan-American Coffee Bureau should be happy to de 
fray part of Mr. Lima’s traveling expenses, Certainly he 
is doing as much to increase coffee consumption as the 
present advertising crusade depicting a jumble of modern 
citizens, some in armor, some mounted, some on scooters 
(if you look carefully, you can find a coffee cup). 

The signing of the coffee pact, we believe, is of tremen- 
dous importance, Regardless of what they accomplish, 
the mere fact that they are in accord and are willing to 
sit down and talk is a great accomplishment. To us, it 
should be the equivalent of a Coffee United Nations. 
Certainly they will have violations and dissensions, But 
it will grow in strength and unity. 


Admittedly, Brazil is now—or is once again—at a crisis. 
Her warehouses are full to a breaking point, demand has 
temporarily fallen due to ending of strike threat, the reg- 
istration basis still poses an export problem. Yet, we do 


believe she will easily export another 9,000,000 bags. 

Brazil's problem as we see it, is not so much competition 
from other growths, as it is competition from her various 
You can’t sell Paranas at 33¢ if you can buy them 
This they are trying to correct 
by enforcing registration, and it should be a simple pro 
if sincere. 


ports. 
for 32.50¢ from Angra. 


blem 

In a recent Front Street discussion, one man expressed 
himself as very bearish. He could not see how anyone 
could be otherwise, in view of the tremendous amount of 
visibles, Our reply was that if he was so bearish, why 
didn’t he sell futures? ‘Not me,” he said, “I’ve taken too 


many beatings selling Brazil short.” 


what's new in flexible packaging? 
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it has proved effective as a flavor and moisture barrier for 
cake mixes and other flour products of such millers as 
Pillsbury. 

It now remains for the cotfee packager to capitalize on 
the supermarket grinding problem by offering ready-ground 
coffee in low-cost bags that provide bonus flavor protection 
for consumer and institutional user alike. 
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W. FERD. DAHLEN CO., INC. 


Green Coffee Exclusively 


BROKERS — AGENTS 
725 CLARK AVE., ST. LOUIS 2, MO. 


Representatives of responsible exporters in all 
major producing countries of the coffee world 


Tel: CE 1-3878 11-6133 Cable Address: ''Ferdal’ 


DITTA M. MUSTORGI 


Coffee — General Agents 


Via Goffredo Mameli 3 Genoa, Italy| 
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* Latin America: 


A Coffee Convention “Fact-Reference” Feature 


fruits of past errors 





By DR. ALVARO AUGUSTO DE BUENO VIDIGAL, President 


Obviously, our industry has been gathering the fruits 
of errors made in the past. 

It would not be hard to find the main reasons for the 
present difficulties of the coffee business. 

What are these reasons? We believe that by facing the 
facts on what happened in Brazil, we will be answering 
—or at least trying to answer—this question. It is a 
question of interest to many other countries, too—pro- 
ducers and consumers, both. 

We could go back to the beginning of this century, 
and mention the successive valorizations and their effect. 


We could also recall what happened during the decade of 


1920-29, and the burning of 80,000,000 bags of coffee. 
However, we prefer to stick to a closer period. We 
think that by examining ourselves in more recent days we 
can get the answers for which we are looking. 
Let's start, therefore, with 1948 and the succeeding 
Because of adverse climatic conditions, we reached 
From this 


years, 
what was virtually a statistical equilibrium. 
arose the first obstacle to normal development, to con- 
tinued, gradual increase in consumption. 

As might be expected, the shift—almost abruptly 
from a period of super-production to one of rigid statisti- 
cal balance caused a great reaction in the market. There 
was some restriction by people in drinking of coffee. 
There was the climax of interference by a committee of 
the U. S. Senate, under the chairmanship of Senator Gil- 
lette. 

We have tried to demonstrate here the spontaneity of 
the advance. If speculation had any influence, it was 
rather small, a participation unavoidable, to this extent, 
in any line of business. 

What brought that period to an end was an orientation 
which was simple, and in some quarters was advanced as 
a real and incontestable truth: that the consumption of 
coffee was not elastic and that the world supply, as it 
pertained to Brazil, would remain about the same. We 
launched a policy which brought results from which we 
are still suffering today. 

At that time, the registered price permitted by our au- 
thorities was $0.87 per pound. 

The reluctance of consumers to accept the consequences 
of this measure led them to use the one weapon at their 
disposal—increasing the number of cups they brewed from 
each pound of roasted coffee. 

Today, the results of this habit costs the world coffee 
industry more than 6,000,000 bags of consumption a year! 

If it is true that before the situation of high internation- 
al prices for coffee, plantings were being increased little 
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by little, it is also true that at that time there started a 
rush of new plantings. 

More coffee was planted in Colombia, Central America 
and Africa. 

If the price was remunerative to even the oldest and 
most exhausted plantations, what could be expected for 
trees on new and good land? 

The results did not take long to appear. We were 
faced again with the ghost of overproduction. And once 
more we insited on the very same error. We made some 
official purchases to support the internal market. Also, 
large quantities were purchased abroad. 

We were assuming the burden of overproduction on 
our own, 

But with such factors as world production of coffee, 
chiefly the expansion in Africa, and with our prices still 
in lack of accord with others, the results again did not 
take long to appear. We exported less than 13,000,000 
bags in that year. 

There then started the meetings, conversations, etc., 
which have resulted in the agreement among the coffee 
producers, This was one of the positive achievements of 
our coffee policy. 

We have no doubt we are going to go on to an even 
more complete agreement. The problem is not ours. 
Everybody knows it. Everybody feels it. 

A co nmodity on which several countries are dependent 
socially and ecnomically, which enters into the general 
consuming habits in a majority of the countries—such a 
product cannot and should not remain at the hazard of 
circumstances. 

Since coffee is a popular drink, it cannot in any scarce 
season remain vulnerable to price. But we still have to 
consider a fair return to the producers, 

This makes it imperative that measures be taken to 
make exports to consumer countries constant and at 
stable prices. 

Thus, with the perfect understanding of all producers 
and consumers, we will avoid not only adverse distortion 
of United States requirements, we will also make available 
to other traditional consumer countries more of their 
favorite beverage. 

Add to this the possibility—even the certainty—that 
countries where coffee consumption is rather small may 
become larger consumers, now that they have an oppor- 
tunity to do so. 

With such things unfolding, we will see the word 
“overproduction” vanish from the vocabulary of the 
coffee industry. 
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By FLORIANO PECANHA DOS SANTOS, 
Centro do Comercio do Cafe 
Rio de Janeiro 
President 


businessman's duty Espec ially when 


he trades L| roduct subject to speculation like cottee, 
n which case the lack of balance between production and 
consum| tion is almost constant 


This 
Cores 


balance is inherent to the commerce of 


like 


barley Or 


lack of 
Cotfec is not 
wheat cotton 
corn, the plantation areas of 
which can be altered accord 
ing to current prices C offtec 
is a and 


takes 


pr rennial plant 


live tO six years to 


Duc 


to the large « ipital invested 


begin tull production 


plantations cannot be aban 
doned to the 
other 


from one day 


once production 1s 
started 

On the other hand, due to 
the speculative nature of the commodity, the producers in 
Brazil or in other countries always hope for frost of long 
Iry periods which will change the statistical picture, trans 
forming a losing business into a profitable one 
Further, there are marginal cultures which show a pro 
fit in the years prices are high, and deficits when prices are 
low. However, farmers keep them on, even though they 
do not 
1N)} 
Even though this does not justify sudden overproduc 


sive them the necessary attention, hoping for an 


rovement in the near future 


tion, it may explain it This happened in 1930 and ts 
happening since the 1958/59 crop, and is now reaching 
record figures in the 1969 60 crop According to the De 
partment of Acriculture’s estimates, the present crop ot 


vill 


even from an optimistic standpoint, will not 


reach 57,500,000 bags, while con 


exportable COM ce 
sumption 
reach more than 40,000,000 bags. 

Brazil's overproduction alone is estimated at 40° of 
During the last crop, the government 
for 


the two last crops 
withdrew as surplus quotas over 10,000,000 bags, 
which a very low price was paid, and will withdraw an- 


other 14,000,000 bags from the present crop. 
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The Government's measures, put into force by the Bra- 
zilian, Coffee Institute, are a repetition of what was put 
into practise during the first overproduction, at which 
time, through quotas of similar types, the surplus coffee 
of the 1931 to a total of 78,000,000 bags 


was withdrawn and burned. 


10 period 


At this time, it is not yet admitted that there is any 
need to burn But Brazilian authorities are 
already finding dithculty in storing the surplus in regu- 


the coffee. 


lating and general storehouses transformed into large 
graveyards. 

However, due to the past policy of valorization, produc- 
tion has not only increased in Brazil, but also in other 
regions of the globe. 

It is enough to mention Africa which, before the last 
war, produced 2,700,000 bags and now throws on the 
market crops of 10,000,000, And Africa has sold well 
all this coffee, which belongs to a different variety, Robus- 
ta, which is inferior to Arabica, but which has found a 
large field in the manufacture of instant coffee. 

As the problem becomes worldwide, it is necessary to 
take wider measures to solve it. In other words, in order 
to avoid a collapse in the international coffee market, an 
international agreement is needed. 

This subject has been under discussion since 1954, when 
Ministers of the American 
Howey er, the re- 


the Conference of Finance 
States was held at Quitandinha, Brazil. 
sults are small and slow, especially since the African and 
Asian producers are not yet faced with such an intense 
problem as the American countries, as they have certain 
privileges in the markets of the respective protective pow- 
ers. All that could be attained was the so called Latin 
American Agreement signed last year, and which had 
more of a psychological than a statistical influence, and 
recently the International Cotfee Agreement, of which the 
territories depending on France and Portugal took part 
in small degree. 

These agreements are steps toward real understanding, 
which will grant coffee an effective protection, such as 
exists for sugar and wheat. However, practical results are 
very relative until now. The goodwill shown by Ameri- 
can countries to organize the outflow of their crops in 
order to avoid excessive 


lot 


offering during certain months 
is worth a 


Furthermore, withdrawal of the surplus effected by the 
Brazilian government, has had a real effect on the market, 
leav Ing the ports only with the coffee required to take care 
of the normal needs of the importing countries, 


This resulted in a stabilization of prices, in a year when 
production was a record and much above consumption 
needs. If we compare today’s prices with those of previous 
years, when production and consumption were balanced, 
there was really a drop, which can be estimated at 30¢¢. 
But the statistical balance promoted by such measures is so 
near reality that trade is confident and is buying as if it 
were a normal period, and is also building up stocks. 


The policy of market support can be criticized as an 
incentive to production and therefore a danger to the 
future. But when one is really facing facts, as at present, 


those mostly interested in the stability of the market must 
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act accordingly, in order to avoid being lost in the chaos 
of disorganization of their home economies. Coffee con- 
tributes to keep the exchange balance of the coffee 
planting countries, in the following proportion: 55.3% 
in Brazil, 859% in Colombia, 76% in Guatemala, 73.8% 
in Haiti and 72.2% in Salvador (1958 figures). Hence 
the effort to maintain market stability. 

To this we owe the veritable miracle of relatively firm 
prices which are still profitable for the producing coun- 
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tries and also acceptable to the housewives, because while 
all commodities go up due to inflation, which is felt to 
a higher or lesser degree in all countries, only coffee prices 
have shown a real and decisive drop. 

This situation could hardly be foreseen by any dealer, 
notwithstanding his smartness and the confidence he 
placed in Brazil's and other producing countries’ coftee 


polic ies. 


more fine coffee seen likely 


from Espirito 


Santo plantations 





By JOAQUIM CALHAU, President 
Centro do Comercia de Café de Vitoria 


According to information received from the session of 
Commercial Exchange of the Department of Statistics 
in this state, coffee has been among the products exported 
from Espirito Santo since 1892, and its culture in the 
state dates from long before then. 

High prices for the pro- 
duct were an incentive for 
new plantations, which ap- 
peared in all corners of the 
state. at an increasing rate, 
bringing the total 
aba” (local Espirito Santo) 


“E apix- 


coffee plantations to a very 
large number, according to 
the latest statistics, 

Lack of technical and fi 
assistance to. the 
him to 


nancial 
farmer has forced 
embrace routine and uneco 

nomical methods of farm labor. 

Due to the fact that the land is not properly cared for, 
production per 1,000 coffee trees has been quite low, 
and yielding, for the most part, an inferior grade of cof- 
fee. 

Besides lack of assistance to the farmers from the 
government, infrequent rainfall also makes up another 
factor which contributes to improper harvesting. There 
is also the fact that many new plantations are infested 
with the coffee “plague’’. 

The main economic wealth of the State of Espirito San- 
to is coffee. This is why the taxes that fall on it have 
reached high levels. 

Fortunately, with the latest steps being put into prac- 


tise by the state government, and with the help of the 
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Brazilian Coffee Institute, under the wise and sure super- 
vision and guidance of the Secretary of Agriculture, we 
have high hopes of having promising results soon, which 
will greatly reflect on our economy. 

The measures put into effect by the governor of the 
state have been welcomed and appreciated by people of 
all classes. 

When the "'Capixaba’’ plantation produce a larger quan- 
tity of fine coffee instead of inferior, as has been the case 
up to now, it will be ours—the exporters’—pleasure to 
work with a product which will be better received at 
home, as well as abroad. 

Even though this improvement on coffee type is a 
little slow, we can already register a few crops of good, 
examined coffee in this harvest, due to the existence of 
land in an exceptionally good climate in the state. We 
can give assurances that this product is as good as the 
best coffee from any state in the country. 

The latest statistics show that the five-year period, 
1954-1959, brought exportation of 
Even though this is considered a good 


an average yearly 
1,363,700 bags. 
average, it could be higher, had we been given the assis 
tance and encouragement which is given us now, by the 
That 
larger variety of coffee, especially those of good grade 
wkhich have hindered us, 


government. would have enabled us to obtain a 


without the inconveniences 
among them the coffee “plague”. 

Once these steps reach the desired plateau, our coffee, 
which has always enjoyed a preference from the great 
American market, volume, a_ business 
which will embrace the full extent of our stock, 
coffee in the 


will have a new 


These are the comments on State of 
Espirito Santo, which I am able to make, in the name of 


the Centero do Comercio de Cafe in Vit6ria. 
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IMPORTERS OF COFFEE 
431 GRAVIER STREET NEW ORLEANS 12 


Cable Address: BRIGHT 
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F. W. EHRHARD & CO. 


Coffee Brokers and Agents 
New York 


Member and Grader, New York Coffee & Sugar Exchange, Inc. 
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What is your best buy in Milds? 
WASHED SAN DOMINGOS 





From the green hills of the Dominican Republic comes 
a quality coffee grown in ideal natural circumstances 
of soil, altitude and rainfall washed and prepared 
with utmost care to meet exacting standards 


WASHED SAN DOMINGOS 


YOU CANNOT GET MORE 
VALUE FOR YOUR MONEY 


For the Dominican growers and exporters 


CAFE an C. POR A. 


CIUDAD TRUJILLO DOMINICAN REPUBLIC 


SANTOS & GONCALVES, LDA. 


LISBOA-2 (Portugal) LUANDA (Angola) 
Cable Address: "ZAIRE" Cable address: "TEJO" 
Rua Manuel de Jesus Coelho P.O. Box 123 

n°, 12 — 5°, 


EXPORTERS OF COFFEE FROM ANGOLA 
(P.W.A.) 
Any and all business for abroad is handled by our Lisbon Department. 
See eee eee eee) 
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Colombia’s coffee 





By RALPH P. BALZAC, 


Colombia has been painfully but successfully adjusting 
her economy to the changes in coffee prices. She has done 
real wonders in her endeavors to put her balance of pay- 
ments in order and to provide solid grounds for steady 
Partly because of improvidence and ex- 


Painfully, but 


future growth, 
travagance during the coffee 
boom period, which left the 
country with a heavy backlog 
of debt, the 
adjustments have necessitated 


commercial re- 


successfully, 


a Draconian austerity pro- 


is Colombia has 

In partial extenuation of 
the A ec extravagance, let been adjusting 
it be noted that the big back- 
log of commercial debt was 
U.S the 
increased sale of our goods 
to Colombia during the years 
of the fat calves 

The whole Colombian nation has gone along with this 
period of austerity, under a trusted, capable, elected repre- 
sentative government, and the good results have been truly 
remarkable. From a large trade balance deficit up to last 
year, the country is now running with a fair surplus. Gold 
and dollar reserves are up to US $200,000,000. The 
Colombian peso has lately shown considerable stability. 

Coffee has continued to play its stellar roie in these good 
developments. Coffee has been shipped and turned into 
dollars. For exchange purposes, a larger quantity of exports 
has managed to offset lower prices. Shipments are now 
running towards a yearly total of 6,000,000 bags to the 
world, and on the next upward revision of quotas, it 
should well surpass that amount, if hopes for increased 
world consumption are borne out. 

Although efforts are being made at diversification of 
crops, and much progress has recently been made in pro- 
ducing more goods for home consumption, coffee will by 
far continue to be the main support of the export income 
of the nation for many years to come. 

American and international banking has in the past year 
extended loans and monetary facilities to Colombia in an 
increasing measure. The old proverb could be paraphrased: 
“Credit goes to countries that help themselves”. 

With auctions and troubles these days concerning us in 
several Latin American quarters, it is the more pleasing to 
look at our steadfast mutual friendships with the coffee 
countries to the South. There is a strong foundation for 
these friendships. Coffee is our great good friend, con- 
tributing, as it does, so much to our enjoyment of life. 


to changes 


to exporters for 


in coffee prices 
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How many individuals are not themselves until that 
breakfast cup (or cups) of the aromatic brew! And how 
can one measure the good derived from the coffee-break, 
and, yes, from the In no country 
coffee such a part of life as in these United States, and by 
the same token, in many producing countries, Colombia 
being an outstanding example, coffee permeates their entire 
national economy. That is why the green berry is such a 
strong link between the two Americas. 

In well-deserved reciprocity for the enjoyment that coffee 
brines to us, the United States is coffee’s best friend in the 
world. Coffee enters our ports free of tax; here it has no 
price restrictions, no import permits, no quotas, no govern 
These things, which may be 


one-for-the-road ? 1S 


ment imposed preferences. 
lightly taken for granted, are not so in many countries. 
Undoubtedly, these freedoms are the greatest stimulant to 
general popular usage. They have made coffee the national 
drink. If these freedoms could be had all over where coffee 
is loved, world consumption might double. However, that 
is as yet wishful thinking. 

Meanwhile, here in our country we have from 1950 to 
1960 a population increase of 29,000,000; in the past ten 
years there has sprung up the equal of a new large coffee 
drinking consuming nation of 29,000,000 people. And 
another such is to emerge in the next decade. 

In 1958, the U. S. A. imported $1,200,000,000 worth 
of coffee from the world. 

Considering the world surplus problem, the coffee na- 
tions have fared tolerably well this year. From the Amer- 
ican countries alone, our imports for the past crops, October 
1958 to September 1959, were: 

Colombia 5,079,198 
Mexico 1,116,294 
EI Salvador 746,250 
Guatemala 806,014 
Venezuela 167,640 
Costa Rica ; 325,571 
Dominican Republic 245,520 
Ecuador 272,914 
147,768 
33,245 
172,146 
80,826 
241,684 


Honduras 
Cuba 
Nicaragua 
Haiti 


Panama 
Bolivia 
Brazil 20,467,041 
3,294,624 
23,761,665 
The surplus-harassed coffee countries are understandingly 
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for new markets, and in some of them they may 
of success, as perhaps in Japan. 


OKINY 


ihieve a certain measure 
Western Europ offers a large scope for growth, although 
unions as the “Outer 


African pro 


formation of such custom 
the “Inner Six the 


member nations of each combine may stand 


with the 


Seven” and increasing 


ft the 
main beneficiaries there 


One wonders what changes in German and Italian con 


may be induced by the price attraction of tax- 


And in the Scandinavian 
ountries from Portuguese Africa 


As for the Iron Curtain lands, it might be well to beware 


umption 
hk let in ind French ¢ olonials 


and British 


that we do lose substance for shadow 


With the 
the Outer 


prospect of free entry of colonial coffees into 


Seven’ and “Inner Six” countries of Europe, 
outsiders are not 
have a 
mcentive to concentrate Ameri 


our trend IS running towards 


duties on 
[ Inited 


if their present import 


States will 


lowered consumption in the 


further more and more on 


in coftfees—and 
the milds and the 
coffee is now reasonably priced to the consumer 


to be sure 


better grades of Brazils, In our inflated 
OoOnomy 


The housewife is willing and able to pay for the best 


Those 


Suppose that by some technological magic, one of these 


who furnish it will get the trade 


fine years we were to be offered, in imported cars, Mercedes 
Benz Our economy 


being what it is today, it seems a very sound bet that the 


at today Ss price tag on Volkswagons. 


popularity rating of the Mercedes would register a marvel- 

ous jump. Well, coffee is in a privileged price position 

now, where the best is not expensive, in our country 
Realistic 


But tor transitory hallucinations, the coffee countries have 


been understanding and realistic under existing circum 


stances of surplus supplies. The price supporting pacts have 
not, so tar, followed the patterns of old tragic valorization 
They have been worked out with a vigilant regard 


Totals freely exportable for the 


che mcs 


for the consumer also 


running 12 months seem to be in line with present require 
ments. The worst thing that could happen to a producing 
ountry would be ever so slightly to stifle possible increases 
of consumption of its product by restriction of shipments 
Phat path leads to economic suicide 

The pacts, of 


duc ing countries 


course, are no bed of roses for the pro 
They require grievous imposts on the 
them restless and rebellious. 


growers, Which of course make 


Coffee, made to pay for a lot of things, is ioaded with taxes. 

A serious problem also is how to harmonize the coffee 
pacts with freedom of commerce, so as not only not to 
antagonize but rather to engage the hearty cooperation of 
the world trade; and too, how to avoid their leading to 
government ownership or control of the coffee export busi- 
ness, and the ruin or elimination of the private exporters. 
Surely the free world should . 


government deeper into the affairs of the private economy. 


id the tendency to inject 


An enlightened coffee policy may harmonize these in- 
terests for the greater benefit of coffee as a worldwide com- 
modity. Nothing can help the promotion of a product of 
any country as can the resourcefulness, activity and pro- 
pagandizing of hundreds, and thousands, of individual mer- 
chants with an incentive to push its sales. 
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A Coffee Convention “Fact-Reference” Feature 


internal movement 
of Colombian coffee 





By ARTURO GOMEZ-JARAMILLO, General Manager 
National Federation of Coffee Growers of Colombia 


rhe pattern of internal movements of Colombian coffee 
trom the producing areas (located principally in the pro- 
vinces of Antioquia, Caldas, Tolima and Valle) to the 
ports of shipment, follows a well established rhythm. 
The physical features of the country dictate the lines of 
and water com- 
Such 


modifications as took place 


road, rail 


munication minor 


in the pattern of movement 
during the past ten years, 
as detailed below, reflect 
the development of better 
trans 


communications and 


port facilities, with  cor- 


adjustments 
and 


responding 


toward more efficient 


economical transportation 
in each instance. 
The total quantity of 

coffee moved annuaily toward the ports for shipment 
did not vary substantially 1949 and 1958, 
amounting to 5,228,133 bags of 132 pounds each in the 
former year 5,189,300 in the latter. The highest 
level was reached in 1953, with 6,251,554 bags. The 


was 4,670,472 in 1957. 


between 
and 


lowest 

Buenaventura on the Pacific Coast has always been the 
main port for shipment of Colombian coffee, and during 
the ten years its primacy has been further strengthened 
Shipments into Buenaventura rose from 3,797,630 bags 
in 1949 to 4,518,302, while the total for the three Atlantic 
ports of Cartagena Baranquilla and Santa Marta fell from 
1,338,006 bags to 643,915. The only other Paific ship 
ment port is Tumaco, with 15,587 bags in 1949 and 27,- 
083 in 1958. 

The River Magdalena in 1949 carried almost all the 
coffee that reached the Atlantic ports, 1,327,991 bags out 
of a total of 1,338,006, but by 1958 this situation had 
changed considerably, In the latter year, only 302,026 
bags were transported on the Magdalena, while 329,661 
went by road from Medellin to Cartagena and a further 
3,551 by road from Medellin to Baranquilla. 

The substantial increase in the exports from Buenaven- 
tura during the ten years under study, with the corres- 
ponding fall in shipments from Atlantic ports, results 
from two main causes, The first is that today’s zones of 
greatest production are closer to the Pacific ports, and the 
second is that the Magdalena River has ceased to be the 
principal artery of internal transport and communications 
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because of a substantial decline in the river's water supply 
in recent years. It may well be, however, that the future 
will bring a reversal of the current trend. The construc- 
tion of the Magdalena Railroad is advancing rapidly, and 
it is hoped that it will be completed towards the end of 
1960. 

The monthly figures showed no significant changes 
of pattern during the period under review, the movement 
of the crop to foreign markets continuing to be spread 
almost equally throughout the year. Highest monthly fig- 
ures in 1949 were 534,983 bags in August and lowest 
253,652 in April. Last year the highest figures were 
628,801 in October and the lowest 360,646 in May. 
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On the basis of ‘marks of origin”, Armenia replaced 
Manizales as the leading source of Colombian coffee. 
Manizales in 1949 accounted for 1,271,948 bags, against 
Armenia's 1,205,960; while in 1958, Armenia delivered 
1,875,902 and Manizales fell to 1,214,971. Medellin con- 
tinued in third place, with 987,554 bags in 1949 and 1,- 
183,337 in 1958. Bogota, next in order, fell from 561,- 
139 bags to 227,640, and Girardot from 424,476 to 127,- 
035. 

Almost the entire exportation of Colombian coffee con- 
tinues to be Excelso type, 5,238,855 bags in 1949 and 
5,191,010 in 1958. Exports of Supremo increased during 
the period from 2,605 to 110,464 bags. 


markets are where you find them 





By CARLOS CORDERO D'AUBUISSON, 


To paraphrase an old axiom, markets are where you 
find them, and El Salvador has found them in many parts 
of the world during its long coffee history. 

It was only recently, however, that it turned its sights 
inward and discovered a “new” field of exploitation. We 
use the term in its broadest 
sense, the field to 
which we refer has existed 
throughout the history of 
coffee in this republic. The 
point is that because it has 


since 


been there all along, yield- 
ing a comfortable though 


unspectacular 
one, until recently, made an 


return, no 
effort to expand its poten- 
tial. 

About a year and a half 
ago, the Compania Salva- 
dorena del Cafe decided to investigate possibilities for en- 
larging the local market and to determine what measures 
would be necessary to carry out such a program. Several 
came to mind immediately, among them the decision to 
make top quality coffee available to Salvadorean consum- 
ers, the backing of a law ruling out the use of adulterants 
in coffee, and the launching of a promotion campaign to 
increase the consumption of coffee. 

Results have been both interesting and spectacular. 
Consumption has increased fourfold and promise for fu- 
ture expansion seems limitless, 

Two approaches have been used in the promotion pro- 
gram; the coffee house and the coffee-break, both note- 
worthy for their success in other parts of the world, 

As the generating force behind the promotion effort, 
the Compania Salvadorena del Cafe made its initial bid 
by equipping and opening an eight-table coffee house in 
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San Salvador. Response, on the part of the public, was 
immediate and gratifying. 

The full scope of the success of the coffee house venture 
is reflected in the fact that today the original establishment 
boasts over 50 tables and serves as a model for four others 
which have been opened in various parts of the country. 
It might almost be said that a new social institution has 
been born, giving rise to a custom in keeping with the 
hospitable and gregarious nature of the Salvadorean 
people. Young and old alike frequent these spots in in- 
creasing numbers. 

While the people of El Salvador have always been coffee 
drinkers, the custom of imbibing during given periods of 
a working day was never formalized on a national basis 
until the coffee-break was introduced as part of the pro 
gram to increase local consumption, The Compania initi 
ated the idea an took a direct part in working out this 
phase of the campaign. Its representatives canvassed the 
business community for the purpose of gaining its cooper 
ation in establishing the coffee-break. Results have been 
highly satisfactory. 

Today, twice a day, for periods ranging from ten to 
20 minutes, workers pause for a cup or two of rich Sal- 
vadorean brew, which is provided daily in big vacuum 
jugs by the coffee houses mentioned. Prices for the bev- 
erage range from two to three cents per five and one-half 
ounce cup. 

One could summarize the events taking place in Salva 
dor as a new chapter in the history of its coffee industry 
and be correct. It’s new in the sense that modern mer- 
chandising and promotion techniques have been applied 
with telling effect to an area so close at hand that no one 
ever stopped to evaluate its potential. What has happen- 
ed is significant. Needless to say what has been started 
will be pursued with vigor. 
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* Latin America: 


A Coffee Convention “Fact-Reference” Feature 


Ecuador: more output, more markets 
at home, new ones abroad 





By G. MORTENSEN G., Minister of Development 


Coffee production in Ecuador has followed a moderate 
tendency to increase in the past three years, for two 
reasons: the establishment of new plantations, which is 
the result of previous policies and which will be even 
more notable in the coming years; and the increase in 
productivity per unit, due to 
new techniques of cultiva- 
tion and harvesting. This 
increase in productivity per 
unit could be stated in 
terms of increase in yield 
per tree, which in 1957 was 
0.7 Ibs. 

On the other hand, it has 
been estimated that 76% of 
the total number of coffee 
trees have been fully ex- 
ploited. This indicates that 
efforts to increase produc- 
tion should be aimed at renewal of worn-out and sick 
plantations. 

In different fields of experimentation, tests are be- 
ing carried out on the adaptability of highly productive 
varieties of Arabica coffee. The Ecuadorean Coffee Insti- 
tute (a department of the Ministry of Development) 
which was established to develop the country’s coffee pro- 
duction, also participates in this work. In addition, in 
collaboration with technical assistance institutions, studies 
of soils, planting distances, fertilization and use of nurser- 
ies are being carried out, and experiments are being con- 
ducted in the use of shade, etc. All these investigations 
tend to seek new systems and plants with efficient yields 
to restore low-yield plantations. 

Moreover, special attention has been devoted to the 
question of the health of the plantations, by control of 
pesis and diseases, many of which are endemic. 

In general, it is expected that the volume of coffee pro- 
duction will continue to increase, both as a result of the 
incorporation of new and productive techniques and the 
increase in the number of trees in production, which in 
any case is greater than the number of trees eliminated 
as unproductive. 

During the year 1957, the System of Development 
Banks granted loans for the cultivation of coffee totaling 
S/ 49,152,000, which is the highest figure ever attained 
in credit for coffee development. In 1958 and this year 
to date, there has been a contraction of credit, due to the 
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Republic of Ecuador 


policy of averting any tendency towards cultivation of a 
single crop for export. 

Approximately 10% of domestic production is set aside 
for the internal market. Consequently, the export market 
is of prime importance for this crop. 

Coffee held fourth place among the exportable products 
in our trade balance up to 1950, the year in which it 
took first place, with 29.5% of total exports. Neverthe- 
less, the contribution of foreign exchange made by this 
product to the balance of payments diminished consider- 
ably later on, and since 1955 it definitely occupies second 
place. 

The coffee available for export, despite the constant 
tendency to increase, has been easily placed in the world 
market, thanks to the quality of the product and the per- 
centage of Ecuador's export supply in relation to the 
world supply, which is merely 1.2%. 

The downward tendency of coffee prices in the world 
market, on which our offerings have not weighed, for the 
reasons already explained, while very serious from the 
point of view of our trade balance, is even more so if we 
consider that coffee cultivation is in the hands of thou- 
sands of small producers, whose economic situations are 
gravely affected by the decline. 

It is noteworthy that, since about 1957, the price of 

(Continued on page 107) 





Ecuadorean Coffee Exports 


Value 
(Thousands 
of “‘sucres’’) 
95,650.8 
72,877.4 
254,358.2 
237,153.99 
302,208.4 
282,922.7 
413,569.8 
345,796.7 
439,922.9 
448,617.3 
393,613.6 


Volume 
(Metric tons) 


19,492.1 
10,344.7 
20,249.2 
16,618.9 
19,964.4 
18,074.4 
21,037.4 
23,064.2 
24,501.6 


30,231.1 
SOURCE: General Division of the Customs: 1958, 














% Latin America: 


A Coffee Convention “Fact-Reference” Feature 


Latin America can consume more coffee 





By DR. GUILLERMO RUBIERA, Instituto Cubano de Estabilizacion del Café 


Havana 


years, Cuba has been known as one of the 


Latin America which shows the greatest ap- 


For many 
countries of 
reciation for coffee as a beverage, and perhaps for that 


I 
reason its true importance as one ol the principal produc 


of the Caribbean area is not fully realized 


It is because the 


people, by 


tradition 


Cuban 
roote d 


de ¢ ply 


have such an ex 


ceptional fondness for cof 
fee that 


not only iS a vrert 
irt of its annual produc 


tron set aside for domestt 


consumption but also, at 
times it a8 not sufficient 
to cover the requirements 
The 


ichieved in 


of the internal market 
Improvements 
the past few years in the 

hope of obtaining greater 

yields per plant and acre, and the plans the present 
Revolutionary Government is preparing to launch to per 
fect cultivation and processing methods, make it certain 
that, in the future, however much domestic consumption 
may increase, Cuba will continue to be an exporting 
country capable of placing on the world market appreci 
ible quantities of coffee of excellent quality, with a suf- 
ficient degree of acidity, magnificent aroma and satisfac 
tory taste when served as a beverage. 

But it cannot be denied that, up to now, justice has 
not been done to Cuba as regards her efforts to expand 
her own consumption, and it is frequently noted that the 
fact that statistics are compiled on the basis of exportabl. 
production results in ignorance of the true importance 
of the island as a producer of coffee, in which it is sur 
assed only by Mexico, El Salvador, Guatemala and Costa 
FEDECAME, which 


is equivalent to saying that, in this hemisphere it holds 


| 
Rica mong the 14 countries of the 


seventh place among the producing countries, 

It would seem that the time has come, at this juncture 
in the development of the coftee industry, affected as it 
is more by a crisis of what has justly been called under 
consumption than by one of overproduction, to begin to 
think a little more seriously about what may be learned 
from the case of Cuba. 

The question is that much more interesting in view of 
the efforts of the Cuban Revolutionary Government to in 
tensify even more the consumption of coffee by completely 
eradicating all forms of adulteration and guaranteeing to 


+ 


the consumer a product of pristine purity. The result ct 
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this has been that, last September, the total amount of 
coffee acquired for roasting by the Cuban industry—on 
the basis of the taxes paid—amounted to no less than 
6,832,582 Ibs., which is the highest quantity recorded tn 
Cuba, and a figure which clearly shows, as in the case of 
soft drinks, beer, milk, cigars, cigarettes and other articles, 
the influence which the measures put into effect to guide 
our economy into sound channels have had in increasing 
the purchasing power of our people. 

If that “record” is compared with the data referring 
to the past few years, it will be seen that the month of 
greatest sale of coffee up to now was March, 1950, in 
which 6,645,983 lbs. were sold, which is to say, 186,599 
Ibs. less than in September, 1959. But if it is realized that 
in the last few months of the Tyranny, that is to say, the 
final months of 1958, consumption dropped so alarmingly 
that in November of last year it was hardly 4,709,865 
Ibs., it will be seen that the increase achieved is 45% 
over the previous year. 

The causes which led to this greater coffee consumption 
have been attributed by the Director General of the ICE- 
CAFE, Captain Ernesto Aloma Sabas, to: 

1. The greater purchasing capacity of consumers due 
to increasing wages; the reduction of expenses, such as 
rents, electricity, etc.; and the suppression of illegal gambl- 
ing, the prevalence of which considerably affected the 
family budget, especially among the poorer classes of the 
population 

2. The total elimination of methods of adulteration, tn- 
cluding the vicious practise found in part of Oriente pro- 
vince of roasting coffee mixed with sugar. 

3. The measures put into effect by the ICECAFE itself 
to eliminate clandestine operations, which makes more ex- 
act statistics possible. 

Since there is every reason to suppose that an average 
consumption of 6,800,000 lbs. per month will be maintain- 
ed, the total omount of coffee consumed each year will 
be 81,500,000 Ibs., a figure fixed on the basis of the taxes 
paid by the industrial roasters, wherefore, if to that is 
added (a) the coffee sold green or raw direct, and which 
for that reason does not pay the tax on the processed 
bean and (b.) the coffee consumed directly in the produc- 
ing areas themselves and which is therefore not tagged by 
the Institute, it will be found that, by August Ist, 1960, 
the annual consumption of Cuba will be 85,606,000 Ibs., 
which would imply a per capita consumption of 14.67 lbs., 
or the highest in the whole of Latin America, 

For greater clarity, it would be well to point out that 
if these levels are actually stabilized, as we predict, the 
total amount of money the Cuban people pays for the 
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Annual Per Capita Consumption of Coffee 


COUNTRY LEVEL 


Argentina 

Uruguay .... 

Austria ee 

Portugal .... 

United Kingdom 
exico ... 23 

Sudan .... 

Lebanon 

Israel 

Morocco . : 

Union of South 
yi 

Chile 

Syria .... 

Australia 

Greece 

DOMED <sass< cess 

Czechoslovakia 

Tunisa 2 

Jordania 

Spain 

Yugoslavia 

Egypt . 

Turkey 

Ireland 

Iraq . 

Ceylon 

Japan 


Poland 


LEVEL 
24.83 Ibs. 
17.53 
16.98 
16.72 

> te 


COUNTRY 


United States 
Denmark 
Belgium- 
Luxemburg 
Cuba ; 
Norway .......... 
Brazil ett’ 
Costa Rica 
Switzerland 
Puerto Rico 
France 
Guatemala 
El Salvador . 
Holland 
Haiti 
Canada 
Venezuela 
Colombia 
Panama 
Algeria 
West Germany 
Dominican 
Republic 
Nicaragua . 
Ecuador 
Italy 


15.14 
14.67 
14.14 
11.5 
11.2 
9.94 
9.9 
9.9 








coffee it drinks—taking into account that the 85,600,000 
Ibs. of green coffee would be reduced to approximately 
70,000,000 Ibs. of roasted coffee—would amount to some 
$63,000,000. As a matter of interest, we might add that 
the number of cups of coffee consumed each year by 
Cuban consumers is very close to 5,615,360,000 cups. 

Of course, there is no concrete data available on the 
conditions under which this coffee is consumed in Cuba, 
such as: (a) consumption by age groups; (b) consumption 
in homes, restaurants, public places for the sale of coffee, 
etc.; (c) consumption in urban and rural areas; (d) con- 
sumption at different hours of the day; etc. But from the 
work so far on the National Census of Coffee Retail Out- 
lets, 1959, which is being carried out by ICECAFE for 
some months now, it would appear that approximately 
15 of the coffee drunk by the Cuban people is consumed 
at small outlets, commonly known as “coffee-stalls’’, at 
which the consumer pays 3¢ or a “peso” for a small sip of 
a beverage of excellent quality. 

There is no reliable data on total consumption through- 
out Latin America, but if it is estimated at some 8,000,000 
or 9,000,000 bags of 60 kilograms each, comprised in great 
part by a little more than 5,000,000 consumed in Brazil, 
the privileged position of Cuba as principal consumer of 
coffee “per capita” among the group of producing coun- 
tries not only of the New World, but also of the rest of 
the globe, will immediately be realized. Suffice it to say 
that the average consumption in Brazil and Costa Rica, the 
two countries which follow Cuba in order of importance 
as consumers among the Latin American producing coun- 
tries, is 11.5 and 11.2 Ibs., respectively. Angola and 
Madagascar, which are the African-Asian producing coun- 
tries with the greatest internal consumption, average only 
2.50 and 1.50 !bs. 
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A Coffee Convention “Fact-Reference” Feature 


Naturally, the low consumption in many of the produc- 
ing countries must be attributed both to lack of adequate 
advertising and the persistence of illicit practises of adul- 
teration, and to the factor of sections of the population 
living below the subsistence level; that is to say, people 
not yet incorporated into the active economic life of the 
nation, for reasons all too well known. And this last fac- 
tor is all the more important in the case of Cuba, if it ts 
kept in mind that the agrarian reform and the industrializa- 
tion program which has been under‘aken by the present 
government will ensure that thousands and thousands of 
farmers and agricultural workers will enjoy, within a 
very short time, a standard of living which will consider- 
ably increase their purchasing power and provide them 
with resources they have hitherto lacked to satisfy their 
domestic requirements—all of which will mean a consid- 
erable improvement in possibilities for greater consump- 
tion not only of coffee but of many other commodities. 

To realize fully what all this implies it would be of 
interest to examine the accompanying list of annual aver- 
ages of consumption throughout the world. 

Everything we have set forth here tends to emphasize 
the importance, as a means of increasing coffee consump- 
tion, of carrying out—as Cuba has proposed in the meet- 
ings at San Jose, Costa Rica, New York and Washington, 
D.C.—a thorough investigation of the prospects which 
Latin America offers for increased consumption of coffee, 
both in case it should be possible to eradicate completely 
the adulteration now carried out quite openly in many 
countries (often with the tacit approval of the authorities), 
and if the problem of economic underdevelopment is 
tackled boldly, which is perhaps a more ambitious pro- 
ject but not an impossible one, as Cuba is now demon- 


strating. 


Ecuador: more output, more markets 


(Continued from page 105) 





coffee has shown a persistent decline, for which reason, 
despite the increase in the physical volume of our exports, 
the foreign exchange obtained from them is decreasing, as 
can be appreciated from the accompanying. 

It is noteworthy that the greater part of our export 
coffee is destined for the United States market (in 1958, 
73%.) Second in importance are the Italian and French 
markets. Other potential markets also exist. 

The possibilities for expansion of the foreign market 
for coffee are subject to stipulations laid down in that 
connection in the present International Coffee Agreement, 
of which Ecuador is a signatory. As that agreement 
is put into effect, our exports to our usual markets would 
be limited and, on the other hand, our exports to new 
markets, also indicated in the agreement, would be un- 
restricted, the only limiting factor being the competition 
of the other Latin American producers, which find them- 
selves in the same position as regards exports. 

In view of that, the Ecuadorean government is studying 
direct and indirect measures to encourage expansion of 
domestic consumption, which is very limited, and to pene- 
trate into the new markets. 
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French Africa’s coffee 


is everyone's business 





What the Ivory Coast, world’s third largest producer, 


is doing about its formidable carryovers. 


By H. E. BLAANCHENAY, Manager 


Well bre wed cottee should not be too clear, especially 


if we are to use the proper proportions, But coffee 
problems would be easier to solve if they were clearer 
To say that we need clarity and clarification would be an 
understatement 

The 


come an independent coun 


Ivory Coast has be 


try within the frame of the 
So has 


revolu 


French Community 
Madagascar This 
tion was peacefully carried 
through, and the relation 
ship between the young Re 
publics and France is at its 
best However, one of the 
problems both countries are 
faced 
big problem it is, too, 

The 


Madagascar want to manage their own affairs, but they 


with is coffee—and a a 
hie 
Ivory Coast and 
are fully aware of the fact that they cannot do so without 
France's assistance 
On the other hand, France is quite willing to assist, 
because coffee problems in those areas may well mean 
economic and political troubles, and no one needs troubles 
on the Ivory Coast or in Madagascar—nor anywhere else. 
What ts really important for the Ivory Coast is to grow 
coffee and cocoa, because unlike some other producing 
areas, the Ivory Coast is privileged with a uniquely well 
distributed plantation system, Practically all the planters 
are natives, and a great many of them own medium-size 
Good distribution of wealth helps keep the 
But what would 
this wealth be if the planters were not protected against 
price fluctuations? This was the basic idea on which was 
devised the ‘Caisse de Stabilisation” and the price policy. 


When world markets were normal or favorable to the 


plantations, 
country in a soundly balanced position 


producing areas, the “Caisse” could play its role without 
too great difficulties, And as a matter of fact, it hardly 
had any chance to function in so-called “normal” times. 


108 


COFFEE 


Societé Generale 
New York Agency 


On the other hand, in depressed markets, the only possi- 
ble policy for the “Caisse” is to give the planters hand- 
some bonuses and sell at a loss, or store coffees until 
such time they can find their natural outlets. 

In practise, since the ‘Caisse’ was hardly in action 
when the crisis started, it is interesting to analyze its 
present operation. 

For some reason or other, not too easy to define, the 
French government had set a base price for French im- 
ports of coffees grown in the French Community. This 
peg was established at 290 (Metropolitan) French francs 
per kilo, FOB vessel at the point of origin. On the other 
hand, since the “Caisse” did not expect a 1958/59 crop 
over 120,000 tons (which was wrong by about 30°), 
it established its own 115 CFA francs (i.e. 230 
Metropolitan francs) net Abidjan. This price 
compares with 104 CFA francs n.w, Abidjan, which cor- 
responds to the French overall peg of 290 Metro F. FOB. 

Such a spread left room for some sniping from outside. 
Between 104 and 115 francs, some other country in the 
French Community could sneak in and invade Metropoli- 
tan France’s market. Madagascar did it. With more 
competition on the French market coming from a sister 
country, the Ivory Coast was left with a rather sizable 
Unfortunately the situation was further com- 
plicated, since the “Caisse” definitely guessed wrong on 
the New York market. It prevented exports to the U.S. 
at 28.50, and is now faced with lower and lower rates 


peg at 
weight 


carryover. 


with no sales. 

Therefore, the Ivory Coast will have to start the 1959/ 
60 campaign with a substantial carryover, 55,000 tons or 
30% of last crop, the new crop being at least as promising 
(!) as the previous one, 

The only relatively bright aspects of this gloomy pic- 
ture are the International Coffee Agreement and a special 
gentlemen's agreement between the Ivory Coast and 
Madagascar, 

Looking at things in a more realistic way, we must say 
that the International Agreement is rather academic, since 

(Continued on page 112) 
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ANDERSON, HARRISON & CO. 
Green Coffer 


100 Front Street 


AUSCH COFFEE COMPANY. INC. 
Coffee Importers, Roasters, 
and Private Label Packers 


111 Wall Street 


BALZAC BROS. & CO., INC. 


Colombian and other Milds of Quality 


82 Beaver Street 


BARRY & POWELL ( Affiliates ) 
ROLLINS BURDICK HUNTER CO. 
Marine Insurance Brokers 


116 John Street New York 38, N. .Y 
H. L. C. BENDIKS, INC. 


Importers-E.arporters 
89 Front Street 225 Magazine Street 
New York 5, N. Y. New Orleans 12, La. 
25 California Street, San Francisco II, Calif. 


J. BERK, INC. 
Coffee Importers & Roasters 


143 Front Street New York 5, N. Y. 
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New York 5, N. Y. 


GREETINGS 
TO THE 
NCA CONVENTION 


C. E. BICKFORD & CO. 

Coffee Brokers and Agents 

Since 1886 
427 Gravier Street 
New Orleans 12, La. 


120 Wall Street 
New York 5, N. Y. 


T. BARBOUR BROWN & CO. 


Coffee Brokers and Agents 


97 Front Street 


JABEZ BURNS & SONS, INC. 
Coffee & Tea Processing Machinery 


lIth Ave., at 43rd Street 


BYRNE, DELAY & CO. 
Coffer 
104 Front Street 


CARGILL & DENNISON 
Coffee Brokers and Agents 


101 Front Street 
Tel.: Digby 4-7787 


JOHN T. DALY 
Your “Personal” Broker 


132 Front St. New York 5, N. Y. 


DANNEMILLER COFFEE CO. 
Private Brand Coffee and Tea Packers 
Rochester, N. Y. Brooklyn, N. Y. 
FRANCIS H. DEVLIN CO 
Green Coffee Agents and Brokers 
102 Front St. Cable: DEVLINCAFE 


New York 5, N. Y. Code: Acme 
Tel: WHitehall 4-4055—TWX: NY 1-3913 


W. J. DONOHUE & CO. 


Coffee Brokers and Agents 


102 Front Street 


Daniel A. McNulty Thomas J. Mangieri 





From New York to Boca Raton bee 


IMPORT-EXPORT INDUSTRIES, INC. 
Coffee Agents & Importers 


45 Rockefeller Plaza 
108 Front Street Tel: JU 2-7730 Cables: IMEXIN 


F. W. FHRHARD & CO. 


Coffer Brokers and Agents 


2PPENS, SMITH CO., INC. elidel ait. eitinds 
EPPENS, SMITH CO., I F JEWEL TEA CO., INC. 
“Home of Holland House Coffee & Tea Products 
Tim porters—Roasters-—Private Label Packers 


520 Secaucus Road Secaucus, N. J. 


Coffee Roasters 


99 Wall Street New York, N. Y. 


W. 5. FORCE & CO. WM. L. KORBIN & CO. 


Weighers, Forwarders, Samplers e 
Coffee Brokers 


98 Front Street 


Custom Brokers and Truckmen 


129 Front Street 


MAX GORDON EDWARD P. MeCAULEY & CO. 
linporter of Coffer (ircen Coffees 


108 Front Street New York 5, N. Y. One Jones Lane, N. Y. 5, N. Y. 


THE GRAND UNION COMPANY H. MILLS MOONEY & SON, INC. 
Coffee Roasters & Packers Coffee Roasting & Packing for the Trade 


100 Broadway East Paterson, N. J. 20 Fulton Street 


THe Great Arvantic & Pactric TEA Co 
; ; ; : : } ; mc DN TAN 
Importers, Roasters and Retailers of Fine JAMES P. NORTON 
Coffces Re presente din Coffe e Broker 
BRAZIL COLOMBIA 
by the American Coffee Corporation OE Trae eet 


MAX HORWITZ CO., INC. OLD DUTCH COFFEE CO., INC. 


Tea Merchants P. ‘off 
Tea Bag Manufacturers ackers of Old Dutch Coffee 


194 Water St New York 80 Front Street 





110 COFFEE & TEA INDUSTRIES and The Flaver Field 





Fe , 1% at 
: \’. 
° \ : 
*a} Seiten tet ber an 


Boca Raton Club, Boca Raton, Florida, Site of NCA's 1960 Convention 


... dest Wishes at Convention Cime 


cai - WALTER H. TANTZEN 
OHN E. RAISCH & CO. een a een 
* saith D/B/A WALTER F. POWERS 
Weighers - Samplers - Inspectors Weigher and Sampler 


15 Moore Street 24 Stone Street New York 4, N. Y. 
New Orleans Office 


620 Tchoupitoulas Street New Orleans, La. 


1c —_, ~ 
* Pegi Kone ponies UNION BAG-CAMP PAPER CORP. 
Dependable Packaging Since 1861 
vanslidincnshbains 233 Broadway New York 7, N. Y. 
DAVID ROSSMAN, INC. DAVID WEINSTEIN 
Coffee Brokers 
Cup Selections a Specialty 
140 Front Street New York 5, N. Y. 


Coffee 
86 Beekman Street 


SABROSA COFFEE COMPANY, INC. 
Simon Auskern — Samuel Roseman 
Coffee Roasters and Packers 


56 Pearl Street Brooklyn, N. Y. 82 Beaver Street New York 5, N. Y. 


WESP WEIGHING CORPORATION 


Weighers and Samplers 


SCHOLTZ & CO. WESSEL, DUVAL & CO., INC. 
Importers and Packers Coffee Importers 


82 Wall Street 67 Broad Street 


S. A. SCHONBRUNN & CO.. INC. Compliments of 
NSavarin Coffee — Navarin Instant Coffee W. WIRT WICKES & SON. INC. 
Medaglia @Oro Espresso Vintaoe Crop Coffees 
Medaglia @Oro Instant Espresso 10 Y lathe. aa 
Grand & Ruby Aves. Palisades Park, N. J. 


le WOLMET RAW PRODUCTS CO. 
Roasters and Distributors 


WHITE ROSE COFFEE 135 Front Street 


Coffee Brokers and Agents 
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will not affect this area to a noticeable extent It 


hould be considered as an willingness, 


indication of 


than as effective rescue of the coffee markets. 


the agreement between Ivory Coast and Mada 


rather 


it is also of an academic nature with respect to 
since Madagascar suffered severe losses when the 


But 


an indispensable idea that two sister 


exports 
8 foods inundated most of the producing areas. 
nevertheless 
ountries should at 
Now the “( 
Ministry of 
the 


least agree between themselves 


usse’’ has been made part of the Ivory Coast 
Mr. ( cOrges 
Since he was Minister of Agri 


Agriculture Monnet is in 


Ministry 
French Cabinet back in 1936, there is some 
the 


charge 0 


ulture in the 


whether he would introduce on 
Ivory kind of “Othce du Cafe” patterned after 
the wheat Board (Office Blé) which he 
fathered then under the Popular Front regime. It does 
Mr. Monnet is too much of an ex 


what for 


pe ulation as to 


Coast 


sonic 
marketing du 
seem too likely 

port to that 
France's wheat in 1936 would necessarily be 


Was considere d good 


believe 
good for 


cotfee 23 years later 


Mr. Monnet publicly stated that no exports 
permitted before all the carryover would be 
In other words, some 50,000 tons (including 


Ivory Coast's 


Howeve r 
should be 
liquidated 
10,000 tons of brisures) would have to be sold before the 
new crop could be marketed for exports. In line with 
has confirmed its firm desire to 
a policy 


that, the "Caisse main 


tain, in cooperation with Madagascar’s “Caisse”, 


{ 


of stable prices internally, in order that the planters re- 


ceive a fair treatment 





Coffee Tasting at Hotel Exposition 


This coffee-tasting set-up was part of the General Foods’ In- 
stitutional Products Division exhibit at the National Hotel Ex- 
position, New York City. Taster William Squires, of the General 
Foods staff, demonstrated the whole process of sample roasting 
and testing. Demonstrations went on 
Show indicated considerable interest. 


procedures. visitors 


Me 


about every half hour. 
In between, a tape recording told about the equipment and 
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A Coffee Convention “Fact-Reference” Feature 


Upon its recommendation, the government has decreed 


that all exports from the Ivory Coast, be it from 
Caisse” or private stocks, would be submitted to prior 
authorization from the ‘Caisse’. 
It is expected that better cooperation between Mada- 
iscar and the Ivory Coast and closer control by the 


would help keep prices in orderly movement. 
the other hand, as of October 26th, 1959, 
Caisse’ decided to authorize exports at prices corres- 
ponding to 23.25 cts CF New York. On this basis, it 
will deliver export permits according to current proced- 
This was the going feature at the time of this writ- 
However, when these lines will 


Caisse’, 


On the 


ures 
ing (early November). 
be published, the above price may well have changed. At 
any rate, this new policy indicates that now the “Caisse”’ 
wants to be more realistic in its approach to outside 
markets 

At this point, we may stress the fact that no matter 
what the internal factors are, when it comes to ouside 
markets one has to be guided by natural laws. Supply- 
and-demand is a great master. Brazil learned it the hard 
way. So did the Ivory Coast. 

This new policy may help the Ivory Coast dispose of 
a formidable carryover (relatively to its rank in the coffee 
world). But it will cost heavily. How long will Ivory 
Coast and Madagascar be able to sustain the effort? Not 
too long if they were isolated. More easily within the 
French Community. 

Chances are that with financial assistance from France, 
better contacts with other producing countries in the 
French Community, more experience in the management 
of the “Caisse” (after all it 1s a rather recent institution 
so far) and better world markets, the Ivory Coast and 


Madagascar will finally overcome the present difficulties. 


But right now, certain conclusions can be drawn: 
In the first place, while it is true that “some” 
managed economy cannot be avoided, it would 
be unsafe to believe that it is a cure-all. 
Secondly, when private enterprise does not 
exercise self-discipline, it calls for stricter state 
rule; in other words it is very close to suicide. 
Thirdly, when there is a battle going on, 
it is not always easy to predict who the victors 
will be. But it is a sure thing that those who 


tight among themselves will be defeated. 


And this stands for the French Community nations, 
which happily seem to have mended their fences. 

But the interests of the Ivory Coast, Madagascar and 
the French Community at large, no matter how impor- 
tant, are very little in comparison with the real stake in 
the game. 

Maybe the housewife in Montgomery, Ala., or Kalama- 
zoo, Mich., will be very skeptical (if she ever comes to 
read this), but she plays a major role in the maintenance 
of our Western Civilization when she buys a few beans 
of coffee grown on the Ivory Coast or in Madagascar, or 
in the Cameroons or elsewhere. 


Coffee, any place in Africa, is as important to the 
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A Coffee Convention “Fact-Reference” Feature 


Uganda looks to quality 





By C. C. SPENCER, Chairman 


The Uganda 1958/59 coffee year, which closed on Octo- 
ber 31st, 1959, yielded a record of 79,696 tons of Robusta 
coffee exported, as compared with 73,869 tons exported in 
1957/58. Figures are not yet available for the volume of 
Arabica coffee exported during the same period, but they 
are probably of the order 
of 6,500 tons. The overall 
volume of exports for the A review of crops 
period in question is, there- 
fore, likely to amount to 
86,196 tons. 

It is difficult to 
accurately the 
exportable production dur- 
ing the period from No- 
vember Ist, 1959, to Octo- 
ber 31st, 1960, but the pres- 
ent estimate is approximate- 
ly 88,000 tons, including 
both Robusta and Arabica coffee. 

The effects of the severe drought in the middle of 
1959 cannot yet be gauged, but it may well be, unless the 
weather for the present coffee year is unusually clement, 
that the above estimate is somewhat optimistic. 


—past and forecast — 
forecast yields, prices, 
grading and other 


developments 


{ 


volume of 


In the meantime, the Uganda Legislative Council has 
confirmed its support of the declaration made in Wash- 
ington on September 24th, 1959, by the representative of 
the government of the United Kingdom on the occasion 
of the signing of the International Coffee Agreement. 
In short, Uganda has officially recognized the need for, 
and will cooperate in, an immediate and thorough ex- 
amination of the world coffee problem and has agreed, 
pending this examination, to restrict her exports, in com- 
mon with Kenya and Tanganyika, within an East African 
total of 2,262,000 bags for the year 1959/60. 

If present crop estimates are realized this means that 
East Africa will retain some 84,000 bags, or 3.6% of the 
estimated exportable production for the three territories. 
In order to absorb at least part of this retention, the 
East African Marketing Boards are actively engaged in 
plans to increase the internal consumption of coffee by the 
indigenous peoples. Having regard to the present lower 
retail price level of the rival, and much more popular, 
beverage, tea, this desire for increased consumption en- 
tails a fairly substantial element of subsidization. 

The minimum guaranteed price to the Uganda pro- 
ducer for sun-dried Robusta cherry was lowered, with 
effect from November Ist, 1959, from 65 E.A. cents to 
62 E.A. cents. At the same time, the government an- 
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Coffee Marketing Board 
Uganda 


nounced that the guaranteed price for seed cotton for the 
coming season would be 48 and 47 E.A. cents, as com- 
pared with 47 and 46 E.A. cents for the 1958/59 season 
With the considerably higher yield per acre of coffee (ap- 
proximately 8 cwts. of sun-dried cherry) as compared 
with cotton (some 400 lbs. of seed cotton on average), 
the African producer is unlikely to be diverted from cof- 
fee production on grounds of price alone. 

The recent advent of some 28 cooperatively owned 
estate factories (embracing some 30,000 tons of Robusta 
coffee), marketing their production on the open market 
without the aid of the Coffee Marketing Board, has al- 
ready brought to many producers a closer realization of 
the vagaries of the international coffee market than could 
have been achieved in any other way. It is to be hoped 
that this realization will serve to encourage concentration 
on improved yields per acre and thus lower cost produc- 
tion, rather than further planting. 

For the 1959/60 coffee year, the Uganda Coffee Market 
ing Board has abolished its former grading rules for 
Robusta coffee produced by the non-estate factories, which 
are obliged to deliver all their production to the Board. 
The new grades are “Superior, equivalent to the old 
Grade 5: ‘Standard’, to contain not more than 12% nor 
less than 7% by strict count of defective beans; ‘‘Unselec- 
ted’’, to contain not less than 15% nor more than 25% by 
strict count of defective beans; and ‘‘Brokens” and “Hand 
Pickings”’, to be equal to sample as approved by the 
Board. At the same time, the quality incentive scheme, 
operated by the Board with the mills concerned, has been 
adjusted to encourage maximum production of the new 
“Standard” grade. 

It is expected that the new grading, which is also ac- 
compained by compulsory bulking, will do much to raise 
the general quality level. There are indications that a 
number of the estate factories will take steps to follow the 
Board's lead in this direction, in an effort to obtain prices 
on the open market comparable to those enjoyed by the 
Board. 

The market for Uganda Robusta at the time of writing 
tends to be uneasy, and there has been a price fall of some 
£5 per ton over the last three weeks. This downward 
price trend shows signs of having a healthly reflection in 
a greater general concentration on quality than has been 
experienced for some years past. 

There is little doubt that to have it too good for too 
long dulls the perceptions of all concerned, and that the 
human animal needs, periodically, a sharp reminder of the 
direction in which his true long-term interests lie. 


ths 
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A Coffee Convention “Fact-Reference” Feature 


Kenya: top grades, withholdings, trends 





By N. R. SOLLY, O.B.E., Chairman 


Kenya's cottec production today averages 23,000 tons 
innually, ana while this forms an insignificant propor- 
tion of the world’s supplies, it enjoys a reputation for 
quality second to none 

Many factors are combined to produce this coffee of 
high acidity, which is in great demand for blending: soil, 
altitude, rainfall and general climatic conditions are in 
areas Arabica va- 


To these must be added the attention given to the 


many ideal for the cultivation of the 
rictics 
crop by the planters, not only in the cultural methods em- 
ployed in the field, but also in the careful selection of ripe 
cherry during the harvest and the standard of preparation 
in the plantation factory 

Picking, commencing in certain areas during May, ts 
maintained until the end of the year, involving maiy 
rounds of the plantation to insure that only the ripe 
che rry is picked 

The latest machinery, coupled with a system of pre- 
washing before fermentation, achieves a very complete 
Hoats’’ and skins in the fermenting tanks. 
Fermentation times, which vary according to the weather 


separation of 


and the state of the cherry, are strictly controlled, and 
rigorous hygiene throughout ensures the cleanest possible 
product 

After ferementation, the beans are thoroughly washed 
and the varying qualities separated in the grading chan- 
nel. Slow sun-drying, closely supervised in order to 
maintain the coveted bluish color, completes the planter’s 


preparation of the crop 


New coffee factory 


Processing of the parchment, involving hulling and 
grading into the various size types, is undertaken for the 
industry by the Kenya Planters’ Co-operative Union, Ltd., 
Coffee Mills, in Nairobi. A new mammoth building, 
housing what is probably the most up-to-date coffee fac- 
tory in the world (cost: £750,000) is now nearing com- 
pletion, and should be ready to treat the next season's 
crop 

While the bulk of Kenya's 85,000 acres consists of 
European plantations, the African contribution to the 
To- 


day over 26,000 acres are made up of African peasant 


crop is already considerable and rapidly increasing. 


holdings, many of them newly planted and not yet in full 
bearing. Grown under supervision by the government 
Agricultural Department, this coffee is raised from the 
finest selected seed, obtained from pedigree trees at the 
Cottee Research Station. The African grower is therefore 
benefiting considerably from the costly experience gained 


over many years on the European plantations. His young 
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Coffee Board of Kenya 


trees, resistant to disease and bearing heavier crops and 
planted in some of Kenya’s most fertile soils, produce 
some of the finest coffee reaching the world’s markets. 

African growers are organized into Co-operative Socie- 
ties, each Society maintaining its own factory or factories, 
dispatching its parchment to the K.P.C.U., Ltd., Coffee 
Mills and selling the finished raw coffee through the Cof- 
fee Marketing Board, on exactly the same basis as the 
European growers. 

The coffee industry is managed by the Coffee Board, 
which consists of government members and European and 
African planters. The Board's revenue ts derived from a 
compulsory cess on all coffee exported. The Coffee 
Marketing Board, as its name implies, is concerned solely 
with the marketing of the -rops to the best advantage of 
all producers. This Board also has both planter and 
government members. 


Nairobi auctions 


Weekly auctions are held in Nairobi during the cottee 
season, when prices often in excess of current world 
prices are realized. 

No appreciation of Kenya coffee would be complete 
without reference to the contribution made to it by re- 
search. The Coffee Board has always worked in the 
closest collaboration with government coffee research ser- 
vices, to which it has applied a considerable measure of 
its funds, in order to finance the necessary expansion of 
these services. Proposals were recently put forward by 
the Board for still greater expenditure under this heading, 
together with an even closer partnership in the planning 
and execution of research programs, and it is expected 
that from next year on, the Board will be devoting ap- 
proximately £90,000 annually towards this end, matching 
a similar contribution by government. 

Turning now to the world coffee situation, Kenya 
is fully alive to the dangers-inherent in overproduction. 
A representative of the industry, R.S. Wollen, chairman 
of the Marketing Board, attended the recent Washington 
conference, as a result of which this country, in common 
with its East African neighbors, declared its intention 
to withhold from export a proportion of the crop— 
amounting, in the case of Kenya, to some 25,000 bags. 
bags. 

In considering the measure of Kenya's contribution to 
stability of world coffee prices, it should be borne in mind 
that surpluses arise mainly from the great expansion of 
hard coffee production, and it may even be said that there 
is virtually no overproduction of mild quality coffees. 
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NEW ORLEANS 
SALUTES THE 
COFFEE CONVENTION 





J. ARON & COMPANY, INC. 
COFFEE IMPORTERS 
336 Magazine Street, Zone 10 


C. E. BICKFORD & CO. 
COFFEE BROKERS AND AGENTS 
Since 1886 
427 Gravier Street 
New Orleans 12, La. 


120 Wall Street 
New York 5, N. Y. 


BRIGHT & COMPANY 
COFFEE IMPORTERS 
43! Gravier Street, Zone 12 


BYRNE, DELAY & CO. 
COFFEE 
302 Magazine Street 


MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS 
THE COFFEE FLEET 


GuLF & SourH AMERICAN SS Co., INc. 
"Coffee loadings every 10 days" at 
Buenaventura, Colombia, 
for Houston and New Orleans 
821 Gravier Street, New Orleans, La. 
HANEMANN & CUMMINGS, INC. 


Albert H. Hanemann John J. Cummings, Jr. 


COFFEE 


223 Magazine Street New Orleans, Louisiana 


LEON ISRAEL & BROS. INC. 


COFFEE IMPORTERS 
300 Magazine Street 


J. P. MARKS 
IMPORT AGENTS . . . SPOT BROKERS 
201-202 Natchez Building 
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PRADAT & DOUGLAS 
PUBLIC WEIGHERS AND GAUGERS 


227 No. Peters Street 
New Orleans 


Ocean Freight Brokers — Forwarding Agents 
IMPORT Est. 1919 EXPORT 
Peace Building — 4th floor — 624 Gravier St. 
Carloading/Unloading — Weighing/Sampling 


ADOLPH C. RICKS & CO. 
COFFEE BROKERS & AGENTS 


423 Natchez Street 
New Orleans, La. 


W. D. ROUSSEL & CO., INC. 
HARD & RAND, INC. 
304 Board of Trade Annex 


R. E. SCHANZER, INCORPORATED 
CHICORY AND COFFEE SUBSTITUTES 
610 South Peters Street, New Orleans 


C. A. SPORL & CO., INC. 
INSURANCE BROKERS & AVERAGE ADJUSTERS 
1001 Commerce Building 


WILMER T. von GOHREN 
COFFEE BROKER 


306-307 Natchez Building 
New Orleans 12, La. 


WESTFELDT BROTHERS 
528 Gravier Street, New Orleans, La. 
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Ruanda-Urundi: 1,000,000 bags a year by 1965 


A Coffee Convention “Fact-Reference” Feature 





Bigger production, wider markets — plus agreement, in principle, 
with the International Coffee Agreement’s stabilization measures. 


By H. STANIER, Director 
Office des Cafés Indégenes 
du Ruanda—Urundi 
Usumbura 


Recent happenings in Ruanda and the solemn declara- 
tion made by Belgium in regard to the political emanicpa- 
tion of the Ruanda and Urindi have 
focused the attention of the whole world on this country, 
which has the character of a small-sized Tibet on African 
soil did its Asian 


counterpart, sheltered from political agitations and racial 


Territories of 


living for a number of years, as 
quarrels 

It seems that evolution is becoming more accentuated 
ind in rhythm of developments faster, Just the same, 
there is no reason whatsoever for losing faith. The 
economic future of the country 1S quite safe. 

Whiie about ten years ago coffee exports amounted to 
10.000 


tons per year, they have evidenced a rapid pro- 


I 
gress since, and have reached a figure of close to 35,000 
tons in the present season (by the end of November). 

The aforesaid rapid rise of the coffee industry is due 
in the first place to an improvement in the crop return 
per acre, created by the entry into production of new 
plantations set up in accordance with the requirements 
of intensive, rational agriculture 

The adoption of a very strict schedule of cutting, 
coupled with an intensive campaign to fight harmful 
pests of the coffee plant, and improvement of growth 
methods on a general scale have made it possible to in- 
crease the crop return of established plantations from 
700 to 1,000 kgs. per tree unit. The crop returns will 
become even higher on young plantations, inasmuch as 
they have been established in conformity with the most 
modern type of techniques, to guarantee high pro- 


ductivity 


OCIRU experiments 


Also, the experiments undertaken at the present time 
by OCIRU under the direction and the supervision of 
the Institut National de Recherches Agronomiques 
(INEAC) in the field of the utilization of mineral fertil- 
izers to be applied on the Arabica coffee have already 
yielded satisfactory results which, in turn, raise hopes 
for a noteworthy improvement in production as soon as 
the use of the fertilizer becomes more general. 

The territory of Ruanda-Urundi therefore expects to 
obtain in the course of five to six years, an annual pro- 
duction volume of 1,000,000 bags. That is, the territory 
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will then take a place among the world’s most important 
growers of mild types of coffee, and would be in the 
same class as Ethiopia and Kenya as one of the most im- 
portant growers of Arabicas in Africa. 

As to prospects for distribution, optimism is fully 
justified in connection with the possibilities of export to 
the United States, which is traditionally a customer, as 
well as to Europe. In Europe, the Common Market will 
the participating 


permit an economic expansion of 


countries and intensified consumption of coffee. 


Arabicas for U. S. 


Still, there is ground to hope that the United States 
will remain, for a long time to come, our very best cus- 
tomer for our Arabica type of coffee. This coffee has 
already acquired for itself acceptance as a substitute for 
the general type of coffee grown in Colombia and Central 
America, in particularly during the summer and autumn. 
In those periods of the year, the producing regions men- 
tioned are not in a position to deliver the fresh coffee 
supplies appreciated by the American consumer. 

Pursuant to the foregoing, it is very important that 
our OCIRU members should see to it that our export 
volume is concentrated in these periods, so as to make it 
possible for the coffee roaster to offer to consumers a 
product that exactly fits the taste of their customers. 

Also, OCIRU will continue in the field of technology, 
by «giving advice and material assistance to planters for 
the improvement of the quality of the product, by im- 
provement of the preparatory procedures. Such efforts 
are put into effect without cessation. 

The strict and severe control and supervision instituted 
by our technical services prior to the actual export of the 
coffee is acting as a guarantee in favor of the buyer 
against deficiencies in quality. As a matter of fact, cof- 
fees that don’t measure up to minimum requirements, 
as established by regulation, can’t be granted export 
licences. In this line of though, some types of below- 
grade qualities, even expensive types of damaged coffees 
may not be exported and are, as a rule, destroyed. 

Carrying through these very severe measures, the 
Ruanda-Urundi territory desires to maintain its good 
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Ethiopia: accent on upgrading 





By IAN G. H MACLEAN, National Coffee Board of Ethiopia 


in common with all cottee producing countries whose 


national economies depend largely on the export otf cot- 
fee, Ethiopia has been watching closely the trend of 


events in the last year or two, Increasing stocks arising 


from overproduction hang like a sword of Damocles 


over the industry 
Cottes 1S indigenous 
Ethiopia ind 


larg reas ot 


the re 
forest in 
wild As 


system is extended 


which vrows 
the road 

to open up the coun 
coffee must ol 
come onto the 
market for export—not in 


such quantities as to effect 


the world situation to any 
great extent, but at least 
sufficient to make Ethiopia's 
position as regards export restriction clear to the world 
The natural resources of the country must be exploited 
for the benefit of its people, and any quantitative restric- 
tion on exports cannot easily be contemplated 

It is generally recognized that it is in the low quality 
grades that overproduction exists. The emphasis in all 
of Ethiopia's development plans is therefore on improve- 
an efficient field service is 


ment of quality. To this end, 


being created, so as to tackle the problem at its source. 


There is very little washed coffee as yet in Ethiopia, 
but a demonstration team, trained and administered by 
the Ethiopia—U.S.A. Joint Coffee Development Project, 
has distributed a number of small hand pulpers in differ- 
ent parts of the country, and an encouraging interest has 
been The 
pulpers is very small, but there are a few, including two 


shown in them number of motor-driven 
or three acqua-pulpers, which may prove to be the answer 
to the difficulties of fermentation and the dangers of us- 


Ing Caustic soda 


An experiment in the formation of producers coopera- 
tive societies capable of carrying the financial burden of 
building and equipping, as well as operating, pulping sta- 
tions is to be tried. Some of the exporting dealers have 
installed machinery for pulping in the interior on a small 


scale, and their initiative is to be encouraged, 


The traditional method of decortication, which is still 
widely practised, is by pestle and mortar, a hollowed-out 
tree trunk being used for the latter. The coffee is dried 
in the cherry before pounding. The resultant coffee is 
known as “Kishir’. Some traders have 
small hullers or take the dried cherry, called ‘‘djaffel’, 


‘marbous” or 
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to licensed cleaners for hulling and cleaning. 

The use of raised drying tables made of local materials, 
such as reed mats, is being introduced to replace the old 
method. 

Besides the coffee growing wild in the forests, there are 
quite a number of established plantations, some of them 
originating coffee which has been cultivated 
Also, there are many thousands of homesteads, close to 
which small numbers of coffee trees have been planted. 
The approach to the problem of improving quality has 
to be different in each case. 


as forest 


Ethiopia is fortunate in suffering very little from pests 
and diseases. They do exist, of course, and some have 
been noted, but so far as is known, they have never pre- 
sented any problem to the coffee grower, and no spraying 
or other preventative or curative action has ever been 
taken. It seems likely that in the struggle for existence, 
the most disease-resistant types have become established. 

Comprehensive legislation has recently been passed 
governing the handling of coffee from the tree to the 
port. Traders are now licensed, and a condition of the 
license is that they will not transact business in coffee 
which has been handled in contravention of the regula- 
tions. A center has been established in Addis Ababa 
through which all coffee coming to the city must pass for 
Inspection, 

Most of the machinery for cleaning and grading has 
been in use for many years, and much of it is thought to 
be out-of-date, so the services of a consultant engineer, 
experienced in this field, have been obtained to help 
clarify the needs of the industry in this direction. At 
present, most of the cleaning is performed by the export- 
ing dealers, of whom there are about 40, although there 
are a few who specialize in cleaning alone. Some machine 
cleaning is done in the interior, still more in Addis 
Ababa, where the final hand-picking is also performed, 
by women, estimated to number some 10,000. 

Grading is by the number of defects, not by size, weight 
or shape, but as control methods in the interior become 
effective and the quality of coffee arriving in Addis Ababa 
improves, attention will be given to the advantages of 
grading according to size. 

There is ample space for the development of the Addis 
Ababa Coffee Center so as to provide for central grading 
and marketing, with adequate storage accommodation to 
hold coffee in preparation for sale. 

Consideration is being given to establishing an ex- 
change for the sale and purchase of all coffee for export, 


and facilities will be available to dealers to concentrate 
(Continued on page 171) 
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ALLWORTH BROTHERS 
COFFEE DISTRIBUTORS HOTEL, 
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406 Elm Street, Cincinnati 2, Ohio 
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B. F. GUMP CoO. 
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The Prestige 
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Coffee Roasters and Packers 
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NATIONAL TEA COMPANY 
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Bugisu coffee: advances, perspectives 





By PAULO N. MUGOYA, Coffee Manager 
Bugisu Co-operative Union, Ltd. 


Coffee was first planted in the Bugisu district of Ugan 
da Protectorate some 50 years ago. British administrative 
ind Agri ultural officers gave considerable encouragement 
Africans in the district in the growing of coffee 


the Africans were still superstitious, full of 


to the 
At that time, 
taboos. of 


kind to 


with the 


inhibitions and 


the most curious 
the western mind, 
introduction 


result that the 


of coffee growing in the 


listrict was at first resisted 


It was due to the fore 
sight and tact oft the 
British 


ficers in 


administrative of 
handling the then 
raw Africans that this pros 
cottec 
veloped and on which the 


perous industry di 


soundness of the economy, 
of this district is entirely dependent 

When the Bugisu first started to grow coffee they re 
ceived good prices, but between 1929 and 1940, the price 
of coffee was low, and it was not until World War II 
that prices went up again, some time in 1942, The rise 
prices gave impetus to the planting of more 


in cofttee g 
when the 


coffee, so that during the 1954/55. season, 
world coffee prices soared, planting increased consider- 
By the following season, Bugisu had trebled its 


The barrier 


ably 
cotter production to 6,000 tons parchment. 
of superstitions had long been removed, and the peasant 
farmers were planting coffee to the extent of neglecting 
food crops. The only limiting factor was, and still is, 
the availability of suitable land. 

Coffee grown in this part of the country is exclusively 
Arabica, and falls into one of the two major divisions of 
the coffee trade, The wet method of preparation 
of cotfee has been adopted from the beginning. The strict 


milds 


and exacting demands made on the coffee growers by the 
buyers in Nairobi, the local market for milds, to produce 
and market coffee in the form that is acceptable by the 
world coffee market are still not fully understood or ap 


preciated by the peasant farmers 


Our coffee, which is sold under the mark, “Bugisu,”’ 
PRODUCE OF UGANDA, is grown and produced en- 
tirely by peasant farmers on the steep slopes and foothills 
of Mount Elgon (Masaba), which is on the eastern border 
of the Uganda Protectorate. The type of coffee grown 
in this district of Uganda is the same as the Kenya coffee 
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produced in the same geographical region of the Kenya 
highlands, 

As each grower is a smallholder or a landowner, there 
is no question of hiring labor, and thus the production 
of the district is limited to the amount of coffee which can 
be handled by the families of the peasant farmers. This 
factor, together with the fragmentation of the smallhold- 
ings, are contributing to the shortcomings of the coffee 
industry in the district—poor yields and quality that falls 
short of the expected high quality of mild coffee. 

But the problems are now being vigorously tackled by 
the Agricultural Department and the Provincial Ad- 
ministration, with the teaching of proper methods of 
cultivation. The introduction of modern central pulping 
factories instead of hand pulperies is under consideration. 
In order to maintain coffee production at a high level of 
fertility and quality, increasing control is being carried 
out by spraying for insect elimination. 

Arabica coffee requires great care, both in its cultural 
and processing stages, and the industry as a whole calls 
for strict and skilled supervision from the field right to 
the market. 

At present this work is carried out by the Agricultural 
Department. While these measures are aimed at main- 
taining a high level of production without increasing the 
acreage and insuring the high quality mild coffee that 1s 
n demand on the market, there are the limitations of 
labor already mentioned, and the high capital cost. 

Production costs in this peasant industry are relatively 
low, but the high cost of pest control and the improve- 
ment of quality by central pulping must reduce the return 
o the grower. 

After individual growers have dried coffee to parch- 
ment, it is marketed through primary cooperative societies 
which deliver it to the Bugisu Co-operative Union's Cur- 
ing Works for milling and grading into ten grades of 
clean coffee, in accordance with the market requirements. 

All Bugisu coffee is handled by the Bugisu Co-operative 
Union, Ltd., which was formed in 1954 and replaced the 
Bugisu Coffee Scheme, a statutory organization which 
marketed under the name, ‘‘B.C.S."". The Union com- 
prises 90 primary cooperative societies which collect 
parchment from the grower members and bulk it for de- 
livery to the Union’s modern coffee curing works in 
Mbale. 

All transport is provided by the Union from the 
societies’ stores, to which the coffee is brought by head 
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India’s coffee: the U. S$. hardly knows it 


By TENNETI VISWANATHAN, Chairman 


The most significant trend in India’s coffee is its ex- 
pansion and growth since the turn of this decade. In 
fact, during the 50’s the coffee crop has doubled. While 
the triennial average for the year ended 1952/53 stood 
at 21,148 tons, the same for the year ended 1958/59 rose 
to 43,806 tons. This in- 
crease of over 22,000 tons 
is shared between Planta- 
tion, Cherry and Robusta 
coffee,* whose average out- 
put during this period rose 
from 9,665, 4,475 and 6,819 
tons to 20,512, 7,606 and 
14,711 tons respectively. 

The crop of the 1959/60 
season is expected to better 
the present one of 46,045 
tons by another thousand 
tons. But for the damage 
caused by heavy rains in the coffee-growing areas of My- 
sore State, the figure would have touched the 50,000-ton 
mark, 

What accounts for this phenomenal expansion in pro- 
duction? Partly it is explained by the fact that more 
areas have come under coffee, particularly Robusta. But 
a more important factor which has contributed to the up- 
ward swing of the production curve is the fact that plan- 
ters, even the small planters, have in recent years steadily 
stepped up the tempo of intensive cultivation of coffee. 
More intensive manuring, greater plant-care and the use 
of better seed material, have become the keynote of 
their cultural operations, 

* “Plantation” and “Cherry” are the trade names given in India 
to Arabica coffee processed by the “wet'’’ and “dry” methods 


respectively ; 
It may be of interest to mention here that as a result 


of decades of scientific research, diseases-resistant and 
high-yielding strains have been developed at the Coffee 
Research Station. These selections have won wide popu- 
larity among planters, The industry may be said to be 
well set to touch a figure of 70,000 tons in the next five 
years. 
Consumption 

Keeping pace with rising production, consumption of 
coffee at home is also increasing. Between the triennial 
periods ending 1952/53 and 1958/59, the average off- 
take by the internal market rose from 19,283 to 29,059 
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tons, or by over 50%. The present rate of increase at 
10% per annum (approximate) is sure to be kept up, if 
not improved, taking into acount the steadily increasing 
purchasing power of the people under the impetus of the 
nation’s developing economy. 


Exports 


Indian coffee is known in foreign markets as one of 
the mild and aromatic coffees of the world. Plantation 
coffee, the trade name for Arabica coffee which is pre- 
pared by the washing process, occupies pride of place 
among favorites. Next to Plantation comes Cherry, 
which is prepared by the drying method and is equivalent 
to Santos 4's. Lately, the commercial value of Robusta 
has risen, since it makes an ideal base for the manufacture 
of blends and an excellent component in the preparation 
of instant coffee. 

Exports of Indian coffee dwindled considerably after 
World War II and did not catch up till the 50's. Pari 
passu with increasing production, exports of coffee have 
shown a steadily upward trend during the present decade. 
The triennial average export for the year ended 1952/53 
stood at a modest level of 1,863 tons, while the figure 
for the period ended 1958/59 climbed to 14,749 tons, or 
roughly one-third of the crop. 

Among her chief buyers, Indian counts West Germany, 
Italy, Belgium and the Netherelands, all members of the 
European Economic Community. Next in order come 
the U.K. and Norway. The Germany Democratic Re- 
public and the U.S.S.R. are recent gains to Indian coffee. 

The emergence of the European Economic Community 
is bound to affect coffee the world over, because of the 
preferential treatment the products of the overseas terfi- 
tories of the associated countries will enjoy in the shape 
of duty-free entry into their metropolitan countries, This 
is a matter of concern to Indian coffee in the context of its 
expanding production. However, the fact that some of 
the countries in this Community are keenly quality con- 
scious, particularly West Germany, and that Indian coffee 
with its present yearly exportable surplus of 15,000 to 
20,000 tons is not a matter of competitor to other coffees 
in point of quantity, gives it some measure of confidence 
that they will continue to maintain, if not enhance, their 
present offtake of our Plantation, Quality will, we hope, 
always command room at the top. 

India has been vigorously making efforts to cultivate 
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Jamaica: big coffee progress in 


small country 





By W. N. HENRY, Chairman 


Jamaica is a small country—4,411 square miles or 


$33,000 acres in area, Our agriculture is diversified 
with bananas, sugar, citrus, cocoa, coftec and pimento the 
Although coffee represents a small 


main export Crops 


ercentage of total agricultural exports, yet it 1s im 


| } 
portant on account of the number of producers involved, 
over 60.000 

The large coffee estates of the 18th and 19th Centuries, 
in many Cases owned by absentee proprictors, have long 
since disappeared and given way to small farms, with the 
farmer owning from one-half to five acres and engaged 
About 75° of the holdings in Ja- 
maica are less than five acres in size, but these holdings 


There are, 


in mixed farming 
occupy only 130 of the land area in farms, 
a total of 199,000 farms in Jamaica. 

1951 


Jamaica was the 


1) all. 
the only washed coffee exported from 
famous Blue Mountain Coffee, which ts 


Prior to 


grown in a limited area on the slopes of the Blue Moun- 
tains, the highest mountain range in Jamaica, with an ele- 
All other coffee export- 
ed was natural coffee, which was prepared by individual 


vation of 7,360 feet at the peak, 


growers under somewhat crude conditions, with the cup 


quality not very high, since it was not prepared under 
uniform conditions 

In 1950, the Coffee In- 
dustry Board and gave it the responsibility of improving 
The Board immediately set 


government established the 
all aspects of the industry 
about to improve the quality of our exports by establish- 
ing standards and grades, and a central factory for pulp- 
ing and washing coffee was erected in one of the main 
producing areas G;srowers were encouraged to deliver 
thei ripe cherry cottee to the factory instead of prepar- 
themselves 


ing it At the factory, it was pulped and 


washed under the most modern conditions 

Great progress has been made during the past eight 
years in the coffee industry. Coffee growers have been 
organized into cooperative societies and modern process- 
ing factories have been established. Today there are 12 
factories in the main producing areas, of which three are 
Blue 


To complete the processing of washed coffee from the 


in the Mountains 


a central grading and finishing works was 
1954 


factories, 


erected in Additions were necessary in 1956, and 


The 
total cost of the works, including machinery, is over 
$US650,000 
most modern in the Western Hemisphere. 
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certain modifications took place this year (1959). 


works is considered to be the 
All green cof- 


This coffee 
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Inspecting electronic coffee sorting machines in Jamaica. 


fee, except Blue Mountain, exported from Jamaica is pro- 
cessed at the works. 

The plant is completely mechanized. There are three 
acres of barbecues (patios) for sun-drying the wet coffee 
received irom the The work of spreading, 
rowing and heaping the wet parchment coffee on the 


factories. 


barbecue is done by four coffee tractors, each operated by 
one man. Electrically operated elevators load the coffee 
from the barbecues into trailers which are taken by an 
electric truck into the drying section, where there are 
eight rotary driers capable of drying 40 tons of coffee 
every 24 hours. 

After the coffee has been dried, conveyors and elevators 
feed it into resting bins, where it is allowed to remain 
for a minimum of ten days, so as to restore the moisture 
balance before it is hulled. From the resting bins, con- 
veyors take the coffee to the hullers, which remove the 
parchment skin and the silver skin. After hulling, con- 
veyors once again take the coffee through dust extrac- 
tors, graders and catadors, all these operations being 
completed mechancially, without any manual effort. At 
this stage, the coffee is now ready for sorting, that is, the 
removal of any imperfect, broken, or defective bean, or 
any foreign matter. 

Up to the end of the last crop, sorting operations were 
performed by approximately 160 women seated at six 

(Continued on page 169) 
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WEST COAST GREETINGS TO THE COFFEE CONVENTION 


BREAKFAST CLUB COFFEE, INC. 
1200 No. Spring St. 
Los Angeles 12 


BURTON, PARTLAND & CO., INC. 
CERTIFIED PUBLIC WEIGHERS SINCE 1914 
Carloaders Reconditioners 
221 Front Street San Francisco 


CALIFORNIA COMMODITIES CORP. 
242 California Street 


San Francisco I1, Calif. 


FARMER BROS. COMPANY 


3828 South Main Street Los Angeles 37 


MARCEL S. GARRIGUES CO. 
CERTIFIED PUBLIC WEIGHMASTERS 
Specializing in Green Coffee 
104 Commercial St. San Francisco | 1, Calif. 


GRACE LINE 
Serves the West Coast Coffee Trade 
LOS ANGELES, SAN FRANCISCO, PORTLAND, 
SEATTLE, VANCOUVER 


HAAS BROTHERS 
COFFEE IMPORTS SINCE 185! 


230 California Street 
San Francisco 
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HILLS BROS. COFFEE, INC. 
COFFEE ROASTERS 
San Francisco, Calif. 
Edgewater, New Jersey 


LEON ISRAEL & BROS., INC. 
COFFEE IMPORTERS 


Brazil — Colombia 


160 California St. San Francisco | 1, Calif. 


JONES-THIERBACH COMPANY 
ROASTERS 


431 Battery Street 
San Francisco || 


G. W. KONIG & SON 
CERTIFIED PUBLIC WEIGHMASTERS 


147 Drumm Street 
San Francisco 








Best Wishes to the 


National Coffee Association Convention 


GREEN COFFEE 


Cc. G. CAMBRON CO., INC. 
BROKERS AND AGENTS 
Established 1890 


210 CALIFORNIA ST. 
SAN FRANCISCO 11, CAL. 
Sutter 1-2532 Teletype SF 501 
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meet the European Coffee Bureau 





By RENE DE HAES, President 


European Coffee Bureau is a new designation which 
le ad the 


definition for it 


to turn the page, unless he finds an 
With that thought in mind, we 


which 


r¢ ider 
1im« di il¢ 


refer to this association's statutes, state: 


The association, which is non-profit, has as its sole 


purpose, the research and sci 


entific study of coffee, and 


Spe tally research and study 
of the 


suitable for the promotion ol 


means of cooperation 
a knowledge of coffee in the 


Europ¢ in consuming coun 


tries, the rationalization of its 
marketing, and the sanitary 
and economi conceptions of 
all activity or 


ts use; hence, 


initiative which m‘ght direct- 


ly or indirectly contribute to 
reaching these goals 

It is not our fault if this legal definition does not make 
for more ailuring language. We will bear in mind, from 
that, that the European Coffee Bureau, in Europe, ts looking 
for means of cooperation which might promote a knowl- 
edge of coffee, the organization of its marketing, and the 
ethics of its use. And here we are close to an everyday 
reality, which brings us face-to-face with facts, the juridical 
definition of which seems to remain in silence. 

In a goodly number of European countries, especially 
those belonging to the Common Market, there is a con- 
sciousness of the role that can be played by collective pub- 
licity, improperly called propaganda, within the complex 
of coffee ‘marketing’. It is thought that if this collective 
publicity is not a necessity, it is at least the best chance to 
bring about an increase in coffee consumption, and a con- 
sequent increase in the volume of sales. This type of action 
appears not only as an element in sales promotion, but also 
as an effective guarantee in keeping coffee in the race being 
run by so many beverages for the consumer's patronage. 

In Germany, in France, in Great Britain, in Italy, in the 
Netherlands 


into being for the 


and in Belgium, new institutions have come 
purpose of organizing, within each 
country, propaganda in favor of coffee. 

This 
divided politically, on the economic level as well as the 
social level, and how really necessary it is to bring about, 
between these countries, especially the national institutions 
secking a similar goal, a meeting ground for mutual agree- 


ment, so as to increase the results of the efforts made in 


enumeration tends to show how Europe is. still 


common 
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European Coffee Bureau 


The need for unity and coordination in operation becomes 
clearer day by day in a world which tends to widen its 
economic sphere, and this is the aspiration which gave 
birth to the European Coffee Bureau and justifies its ex- 
istence. 

In spite of appearances which point to an effort toward 
respects the personality of 
which in turn are governed 
conditions of the countries 


centralization, the Bureau fully 
each of the member associations, 
by economic, social and human 
in which they originate. 

Such is the internal aspect of this association, At 
time, the outside world, producing areas in Africa 
as well as in America, find new opportun‘ty in meeting a 
spokesman qualified to study and promote the market, 
and to represent it. Europe constitutes an important market, 
though this is too often forgotten. But more than that, the 
constituted in its 


the 


same 


outside world finds an association 
juridical form, an association with its own properly desig- 
nated place, which permits it to participate directly in the 
activities aiming at the development of consumption, part 
of the long-range econom‘c plan for coffee. 

And so, that is what the European Coffee Bureau is; 
such are the possibilities which it offers to the producing 
areas and the coffee industry in general—at a time when 
it is obvious that only coordinated efforts will put an end 
to an endemic crisis and make for a healthy and well- 


balanced coffee economy. 


India's coffee 
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other markets as well, such as the U.S.S.R. and East 
European conutries like the German Democratic Repub- 
lic and Poland. 

Indian coffee is scarcely known in he United States. 
The best exports to the States have been about 50 tons 
of coffee during the present year, up to end of April. 
Handicapped as we are by the factor of distance, we are 
also conscious of the fact that what we have presently to 
offer is only a drop in the great coffee market of the 
States. All the same the American trade missions which 
visited the Headquarters of the Coffee Board in Bangalore 
have reacted favorably to the quality of Indian coffee in 
the cup and assured that India could build up for herself 
a sizeable market in the States, provided a steady supply 
could be kept up. In the years to come, when India will 
have more coffees to offer for export, it is a matter of 
hope that she will succeed in realizing her potential mar- 
ket in the States. 
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* Other Markets: 


whats ahead 
for coffee 
in Europe? 





BY JACQUES LOUIS-DELAMARE, 
President 
Comité Frangais du Café 


What is happening on the European market ? 

The prospects will certainly be influenced by the gen- 
eral economic situation, which shows bright days to come. 

We Europeans are slowly becoming conscious of great 
changes in our historical surroundings. We were ac- 
customed to refer to “Old 
Europe” as to the rather 
obsolete cradle of civiliza- 
tion, from which some were 
obliged to go overseas in 
order to find better oppor- 
tunities. 

Two world wars brought 
their damages, 
and it was only logical to 
think that Europe would be 
out of the path for a long 
time. 

But on the contrary, 

European vigor is pushing around all nations and people. 

The population of the six countries composing the 
European Common Market has grown by 20% since 
1938, in spite of the war. 

Economic growth has followed a still faster rhythm, 
and the yearly production is not surpassed by that of the 
U.S.A. or the East. 

The standard of living is following the industrial and 


losses and 


agricultural growth. 

Here is one of the reasons for the development of coffee 
consumption, which goes generally along with the stan- 
dard of living. 

During the first six months of 1959, coffee consump- 
tion in France and Algeria reached 2,007,633 bags, against 
1,872,183 bags during the same period of 1958. 

In Germany, figures are highly satisfactory: 1,409,950 
bags for the six months of 1959, against 1,255,083 bags. 

In Holland, 436,433 bags have been imported from 
January to June, 1959, compared with 1958's 371,650 
bags during the same period. 

In UEBEL, the figures are respectively 532,700 bags 
against 450,516. 


JANUARY, 1960 


A Coffee Convention “Fact-Reference” Feature 


Great Britain's statistics are showing a progression of 
the same kind: 460,716 bags against 393,783 bags. 

In total Europe's imports for the year 1958 reached 
13,550,000 bags. And 14,000,000 bags are the next goal 
for the Euorpean coffee industry. 

The consumption of Robusta coffee seems to be stabiliz- 
ed at a level of little more than one-third of total con- 
sumption. 

That evolution has been particularly clear in France, 
where the percentage of Robusta had been growing steadi- 
ly for several years. 

After having reached a record figure of 80%, Robusta 
imports are slowly giving way, but it is mainly the result 
of the deliberate policies of higher prices invoked by the 
Ivory Coast on the French market. 

In the other European countries, Robusta imports have 
been under the pressure of aggressive Brazilian promo- 
tion efforts. 

We don’t believe that the situation will show great 
changes between the Arabica and Robusta positions in 
the near future. 

For several years to come, the progressive institutions 
of the Common Market or Free Exchange Zone will, 
perhaps, give better opportunities to Latin American Cof- 
fee than to Robusta. 

The lowering of the present customs traiff is preceding 
the institution of the common external tariff for the Com- 
mon Market, as an example. 

The French customs taxes were lowered from 20% to 
18% on January Ist, 1959. 

The next step will be taken no later than July 1st, 1960, 
bringing the customs taxes down to 16%. 

At the same time, Belgium and Holland will keep their 
imports free of customs taxes, the first step to be an- 
nounced before the end of 1961. 

Anyway, in some European countries the level of taxa- 
tion is still too high, and it is probable that the consump- 
tion in Germany and Italy, for instance, would take ad- 
vantage of better treatment for coffee, which 1s often 
looked upon as a milking cow by several financial minis- 
cries. 

Another condition for a growing consumption in Europe 
is the organization of the promotion 

There have been valuable efforts in that 
Britain, Italy, France and Belgium, but apart from some 
exceptional contributions from Latin America, promotion in 
Europe has been organized and financed by the trade or the 


line in Great 


African producers. 

Several promotion committees have been created in Hol- 
land, Germany and Italy, but these committees are still await- 
ing some contributions from the producing countries. 

The European coffee industry has been deceived by the 
short life of ICO, created in January, 1958. 

We do hope that the International Coffee Agreement 
will show better health. Our best wishes are following 
its first steps and its first efforts to raise funds. 

The recent creation of the European Coffee Bureau is the 
proof of the common desire for cooperation between cof- 
fee consuming countries, in order to get the best of the 
funds which will be spent for promotion by the national 
committees. 
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report: coffee bags 





quently require attention and clean up 


It prevents the possibility of coffee sales stopping 


momentarily, due to breakdown of machinery, and also 
the possibility of bottlenecks at times of peak loads. 

i. It also reduces pilferage of coffee, a hard thing to 
control where grinders are used 
Up until now, two films have been accepted by the 
coffee industry. These are films of rubber hydrochloride 
(Goodyear's Pliofilm) and a polymer coated cellophane. 
There are others in the process of being developed (one 
is a polymer coated polyethylene) but these have not 
been introduced as yet on a commercial basis. There are, 
of course, still others in the experimental stage at various 
laboratories throughout the country. The rubber hydro 
chloride film has been used in coffee bags as a liner for 
Being heat sealable, it was immediately 
heat-sealable auto 


some years now 


idopted as the film to be used in the 


matic cottec bag It is manufactured in various gauges 


to give various degrees of protection 
film which 


The polymer coated cellophane is a new 


within the past year. It is a cello 


has been introduced 
phane film coated on both sides with a saran coating, 
which gives more resistance to the passage of gasses and 
moisture vapor than heretofore possible Since it was 


tlso heat sealable, it was immediately tested for packaging 


of coffee, with favorable results. Its introduction is so 
new that its testing is still going on and its use is in the 
infancy stage. The preliminary results on this film 
have been favorable. 

The process of evaluating these various films is a long 
one. It requires preliminary testing and evaluating as to 
the worth of the film in bag making. The evaluating as 
to bag properties, both physical and chemical, involve 
numerous experiments. The films must be tried on the 
bag machines to see if it fabricates and seals properly. 
In testing as to physical and chemical properties, the sheet 
must be checked for strength, grease resistance, moisture 
vapor permeability, heat sealability and glueability be- 
fore experimental runs can be made on the machine. 

After numerous experimental runs are made, the bags 
are taken again to the laboratory where they are examined 
from all angles for breaks and improper bag fabrication. 
If any of these are noted, corrections are made. Also, the 
bag is examined for total strength and again tested for 
heat sealability. After these features are resolved, the bag 
is then sent to an independent laboratory for packaging 
and testing for keeping qualities. The private labora- 
tories are not connected with either the bag industry or 
the film industry in any way, so that an impartial survey 
can be made in determining the worth of one film over 
another in comparison with the various containers and 
packages. During the packaging tests, which take ap- 
proximately two months, various stages of taste panel 
testing are conducted, to evaluate the various packages and 
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L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


Members: NEW YORK COFFEE AND SUGAR EXCHANGE, INC. 
— GREEN COFFEE ASSOCIATION OF N.Y.C., INC. 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 
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*% Other Markets: 


EUROPE: 
the Common Market 





Faced with the crisis which has dominated the coffee 
plantation economy, during the year 1959 the Office 
Belge du Cafe has endeavored to achieve a bringing to- 
gether of the consuming countries in Europe. 

It had become more and more evident that the Latin 
American world of coffee production in most instances 
only had a very vague notion of Europe. 

Nevertheless, European importations of coffee, in 1958, 
amounted to 13,556,480 bags. In this total, the various 
Latin American producers accounted for: 


4,395,612,00 bags 
901,455,00 bags 
134,366,00 bags 
75,863,00 bags 


Brazil 

Colombia 

Ecuador 

Venezuela 

Other South American 
countries 

EI Salvador ... 

Costa Rica 

Haiti 

Guatemala 

Nicaragua 

Cuba 

Dominican Republic 

Other Central American 
countries 

Mexico 


79,199,00 bags 
606,736,00 bags 
393,159,00 bags 
323,478,00 bags 
292,460,00 bags 
127,893,00 bags 

50,970,00 bags 

39,306,00 bags 


50,019,00 bags 
174,362,00 bags 


Total 7,644,878,00 bags 


(Source: “Coffee Report,” J. Louis-Delamare) 

In conjunction with these imports, it is necessary to 
mention the economic capacity of Western Europe, which 
has a population amounting to 285,000,000 people. 

The economic concept of Europe has taken hold in 
America only with the birth of the Common Market. The six 
countries of the Common Market have, for them alone, a 
population of 164,000,000 . About 120,000,000 Euro- 
peans therefore still remain outside this international eco- 
nomic organization. 

Latin America first formulated fears, then objections. 
She finally announced actions against the single duty, 
which in the not-too-distant future will fall on coffee enter- 
ing the Common Market. Notice that, in fact, the projec- 
ted duty is only an alignment of the traditional rates in 
effect in the different member countries of the Common 
Market, and that the charges will only increase for he 
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... and coffee 





By J. DEMOLIN, Secretary General 
Office Belge du Cafe 


Brussels 


three countries of Benelux (and will go down for their 
principal partners). 

It can be immediately seen that the future duty of 16° 
ad valorem will not have an adverse effect on the sales 
price of the roasted coffee in the whole market, at least, as 
far as the basis of the present quotations is concerned, We 
furthermore think that it is a mistake to believe that only 
the reduction of a small duty—and that subsequent to the 
sales price—may bring about the development of consump- 
tion. Motivation research, which appears to be overlook- 
ed outside the United States, has demonstrated this to us 
sufficiently. 

It is felt that 
Europe is considered to be a kind of 
lished to insure the disposal of surplus American produc- 
tion, This impression leans, among other things, on cer- 
tain promotion initiatives recently taken in Europe by a 
But may one reasonably demand 


America, 
estab- 


in certain countries of Latin 
“colony”, 


big coffee producer. 
civil-servant-sellers to be psychologists ? 

The president and the managers of the Office Belge du 
Cafe have, for a long time, been conscious of the incon- 
veniences for the coffee plantation economy which result 
from the breaking up of Europe into nations and into dis- 
tinct markets. That is why they have done everything 
possible to establish, during the course of the last two 
years, the European Coffee Bureau. 

The European Coffee Bureau groups into one inter- 
national association the national associations of propa- 
ganda of the Common Market countries and that of Great 
Britain. It is indeed on the field of promotion of the 
sales of coffee that all the interests meet and that a first 
feeling of unity could be established. 

In 1958, total importations of coffee in the six coun- 
which comprise the B.E.C., Bureau Européen du 
Café amounted to 9,488,049 bags, of which 4,414,722 
came from the American continent. This relatively weak 
volume was divided among a B. E. C. population of 215,- 
000,000, The association is still investigating possible 
membership of two or three European countries, and it 
remains open to all the consuming countries in Europe. 

These few figures will no doubt be sufficient to show 
the importance, in the capacity of consumer, of Europe 
and in particular of B.E.C. They also show all the possi- 
bilities which remain open to serious promotion of coffee. 


tries 


(Continued on page 171) 
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San Francisco Bay Area's position 
as one of the leading coffee centers 
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A Coffee Convention “Fact-Reference” Feature 


Sweden: coffee makes steady progress 





Vacuum cartons for ground coffee take hold. 


By LARS HILL-LINDQUIST, President 


Sveriges Kafferosteriers Forening 
Gothenburg 


Mr. Hill-lmdquist is also managing director of Triangel 
Kaffee AB, Gothenburg. 

In 1955 I wrote an article about the coffee-market in Swe- 
den for the October issue of COFFEE & TEA INDUSTRIES. 

The situation in the Swedish coffee market has not changed 
very much since then, 
coffee is bought, roasted and 
distributed i:. almost the same 


and 


way. 

The import of coffee has 

increased from 966,289 bags 
of 60 kilos in 1956 and 956,- 
282 in 1957 to 1,048,969 
bags in 1958. The figures 
or 1959 seem to be about 6% 
higher than in 1958. 

The main import comes 
from Brazil. In 1958 it 
amounted to 67% of the 
total. From Colombia came 15%, 
from Cuba a little more than 2%, 
parts of the coffee- producing countries. 

Demand for high quality washed beans prevails, and im- 
ports of Santos coffee are for the most part Extra Prime 
(N. Y. 3), good to large bean, and good bean. In some 
parts of Sweden people want very large beans, and there is 
some import of Maragogype. 

The Swedish market is handled almost entirely by three 
groups of roasters: Kooperativa Férbundet, with its chain 
stores throughout the whole country; Sveriges Kafferos- 
teriers Férening, which includes about 20 of the largest 
roasters, and ICA-koncernen, owned by the retailers. 

The roasting plants are on the whole very modern. 
They are supplied with efficient American and German 
automatic roasters, mostly American granulizers, English 
and German weighing-machines, vacuum packers for cans 
from the U.S.A. and Switzerland, and packing machinery 
from Germany and Sweden. 

Trade in roasted coffee sold in bulk is gradually de- 


from Guatemala 4.5%, 
and the rest from other 


creasing. 

Coffee sold in cans is estimated at 30%. The cans, 
where the air has been extracted, are filled with CO, 
(carbondioxide) under a slight pressure, which has been 
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found to preserve the quality better than vacuum. Cof- 
fee in cartons lined with waxed paper or aluminium foil 
and in paper bags amounts to about 50% of retail sales. 

A new and very interesting form of packing coffee is 
the “Vac-Pac’. This is a carton, lined with some kind 
of plastic and filled with ground coffee. The air is ex- 
tracted and the package becomes hard as a brick. The 
coffee in this kind of package keeps in fairly good con- 
dition for two or three months, but the result is not to be 
compared with pressure-cans. In spite of this, the mar- 
ket for this kind of package is constantly increasing, and 
most roasters have installed, or are installing, automatic 
plants of Swedish make. The ‘Vac-Pac’’ is not, at present, 
cheaper than the can but it is easier for the housewives to 
dispose of the empty packet, which can be burned. Gradu- 
ally we will most likely see other articles packed in the 
same way. 

Especially in self-service stores, the cans and the ‘Vac- 
Pacs’’ are very handy, as the assistants have no trouble 
with the grinding. Only very seldom is coffee ground in 
the homes. 

The consumption of soluble coffee is, in spite of heavy 
advertising, still quite small. People are getting more 
and more careful when preparing their coffee. The taste 
for better and stronger coffee is more pronounced, The 
old way of boiling coffee still prevails in Sweden, but 
more and more people are beginning to brew their coffee, 
mostly through paper filters. 

Coffee is today the most important drink in Sweden. 
With a consumption of more than 15 lbs. per capita, we 
are among the top consumers. Duty and tax amounts only 
to 7 U.S. cents per Ib. 

Our socialist government is, however, looking for 
sources for more money for their constantly increasing 
budget, and if they do not find better ways, they will 
most likely put heavy taxation on coffee. This will auto- 
matically decrease consumption and will stir great criticism 
from the housewives, with their already very strained 
housekeeping budget. 

But if consumption decreases, there will also be trouble 
for Swedish exports to coffee-producing countries. And 
those exports are very essential for Swedish industry. 
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By J. W. ASHTON, Coffee Publicity Association, Ltd. 


London 


Iror market surveys issued by national news 


for branded foods, what 
This 


tering idvertising Space 


on hot beverages Was as 


1957 1958 1959 


Pence Pence 
For ill 

} week 
or Colter ‘ 10.29 


he Voraye 
61.90 
9.605 


57.36 

| 
Percentage spent 

on cottes 15.4 % 

In 1955 

ter four years of hard work, our propaganda raised national 


18.0 15.6 © 


the percentage was 13.407. This shows that af 
consumption by a clear 20¢, which is encouraging, 
Data obtained from the Coffee Publicity three-months 
uMpaign in a selected area, using films in cinemas, posters 
on buses and boards, advertisements in the press and demon- 
strations in the large stores, showed that before the campaign 
started the average value of coffee sales per shop was running 
it £10.6.2d ($28.75), while immediately after the campaign 
sales had risen to £14.15.8d ($41.30), an increase of £4.9.6d 
14 
The survey was based on a sample of 70 retail shops 
Of these 
it the j 
97¢¢ carried stocks of instant coffees, which rose to 997, 


($12.55), or 


64¢¢ carried stocks of roasted and ground coffee 


start, which rose to 70 by the end of the campaign; 
while they all stocked liquid coffee essences 

Another test of progress is coffee withdrawn from ware- 
each month. Figures show the take-up between Janu- 


1959, was at the rate of 64,600 bags a 


hous« 
ury /Septe mber, 
month, In 1955, when the Publicity Association began its 


work, the monthly rate was only 52,700 bags. This shows 


ti vgain of 22.7% 
The ofthcial figure of our retained imports from January 


to Se pte mbe az 
bags (15% ) 


On the retail price side, vacuum packed roasted coftee is 


1959, was 612,663 bags, an increase of 79,271 
compared to the same period in 1958 


being sold at 1 per pound (14¢.) lower than last year 
average (95¢ to 98¢) 
per pound Coffee sold loose varied from 5/6d (75¢) per 
pound upwards, but the consumer appears to prefer the bet- 
ter blends now being offered, although the price is higher. 


have figured out a lot 


making the price range 7 to 8 


Of course, we more. statistics 


some very claborate, some very dull—but statistics don't con- 
vey the real color, or what one might call the “feel,” of the 
thing. It's like trying to describe an oil painting by tabu- 
lating the size of the areas covered by red, green, blue, etc., 
or trying to make your mouth water by submitting a chemical 
analysis of coffee beans. Statistics fall short of the mark. 
They don’t tell the story behind the intensive efforts the 
coffee trade in Great Britain and of this Association have 
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put into the job to popularize coffee drinking in this country. 

We have not had any coffee conferences, such as those held 
in the U.S.A., but the Publicity Council has reached various 
decisions which, when added together, give a more or less 
typical, although rather sketchy, autobiography of our present 
propaganda methods. 

Particulars of all these projects are published each month 
in Coffee Trade News to all 
coffee traders, keeping them fully informed of forthcoming 
events, so that they can lend their cooperation, which ts so 


magazine, which circulates 


necessary. 

Here are some of the details: 

Perfect Coffee House Girl Competition. With the grow- 
ing popularity of espresso coffee bars and coffee houses, this 
competition attracts entrants from all over the country. The 
final selection is made at the Soho Fair, in London. A 
silver challenge cup and cash prizes are awarded. 

Countrywide Window Display Competition. This is held 
during October/November each year, and is being regarded 
by coffee retailers like the annual motor show. Each year 
more shops participate, to launch the coffee drinking season. 
Many make reference to the new season's crops of the types 
used in their blends, such as Kenya, Costa Rica, India, Co- 
lombia, Tanganyika, Brazil and Jamaica, Cash prizes amount- 
ing to £700 ($2,000) are offered, while the overall winner 
is presented with a silver coffee pot and each regional winner 
is presented with a certificate. All agree it is an excellent 
advertisement, and sales certainly increas. 

Countrywide Demonstration Campaign, Using the theme, 
“It’s easy to make good coffee’, a team of demonstrators 
has been trained to show the housewife that brewing good 
coffee is a simple operation. Bookings of one or two weeks 
duration have been readily taken up by large stores and 
supermarkets throughout the country. Some have said that 
an anonymous dmonstration service like this should have 
been started a long time ago. All regard it as one of the 
best advertisements for coffee. 

Road Safety Campaign, It that 
1,500,000 road haluage drivers on the main arterial roads, 
most of whom don't ask for coffee when they stop at a way- 
side cafe but for tea. Two large, colorful posters have been 
printed and distributed free to these cafes to put up in front 
of their premises. Hundreds are posted on the rear of public 
transport buses, to catch the eye of the motorist, and reports 
show they are causing quite a stir, so that “One for the road 

make it coffee” is being adopted as sound adivce to follow. 

Coffee Film, “Golden Fragrance’. This was the first 
attempt to produce a film showing all the stages of produc- 
tion, grading, shipping, warehousing, auctions, tasting, roast- 
ing and packing that would interest the housewife. It con- 


was found there are 
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new outlets for coffee components ? 





By JULES BRAUNSCHWEIG, Braunschweig & Co. 


Basel, Switzerland 


coffee in international 


What is the 


economy? Coffee ranks as number two among the world’s 


significance of 


products. 
Recently we were reminded that coffee is second only 
to petroleum in value in world commerce. That's why 
the issue of the battle be- 
tween coffee production and 
coffee consumption may 
have great consequences 
financial, social, 
litical in the 


where coffee is the main ex- 


even po- 
countries 


port, and in those countries 

which themselves export 

products to the coffee areas. 
Another struggle, less ap- 

parent to the public at 

large, is the rivalry of coffee 

producers, the competition 

for the favor of the coffee roasters. 

struggle of consumers to satisfy their taste requirements. 

Of increasing importance for the coffee producers are 


also the quality requirements of manufacturers of coffee 


There is also the 


extracts. 


The world’s scientists should consult with coffee pro- 
ducers to do research, not only on the use of coffee as a 
beverage, but on the possibilities for applying other 
types of coffee, which are growing in the Americas, 
Africa or Asia. 

First of all, it is the duty of the chemical and pharma 
ceutical industries to find out applications for the oils, 
tannic acids and other substances contained in the various 
botanic varieties, in the territories where the coffee is 
growing, and to give the producers suggestions on new 
types to grow that would be especially interesting for 
use in their industries. 

Switzerland, as an export country, is very much inter- 
ested in the welfare of coffee producing countries, since 
they are important buyers of Swiss machines, watches 
and chemical and pharmaceutical products. Switzerland 
has great financial interests in these countries. 


We also observe that the chemical industry in Basel 
is selling, directly or indirectly, important quantities 
of insecticides and herbicides to coffee plantations. 

We might point out that the very successful DDT 
insecticide was developed about 20 years ago in a great 
Basel chemical plant. Also, a big Swiss food concern has 
taken a very important part in the international develop. 


ment of coffee extracts since 1938. 
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—VOLKART BROS. nc. 
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anada: 


A Coffee Convention “Fact-Reference” Feature 


chronic coffee ailment, no profit 





By R. W. DAVIS, President 


Tea and Coffee Association of Canada 


inada, from the statistical point of view, has 


ispects of a vigorous and thriving industry Im 


ports and production continue to increase, following the 


| 
pattern that has prevailed since the early days of World 
War Il 


liberal ration 


when greater availability of supplies and more 


made the article more freely available to the 


Canadian consumer 


The trade of course, has been etftected greatly by our 


proximity and susceptibility to the influence of habits and 
idvertising of our southern neighbors, assisted as well by 
t rapid increase in population, including a large percentage 
of people of normal coffee-drinking background 
Traditionally a tea-drinking people, and_ still predom 
inantly so, per capita consumption of coffee in Canada still 
the United States 


the rapidity of its growth to present status and the recent 


is far below the standards of However, 
increased momentum indicates it will not be long before 


comparison is much more favorable 

Imports of green coffee in 1940 were about 40,000,000 
lbs., with a population of approximately 10,000,000, In 
total coffee has increased to the 
equivalent of 130,000,000 Ibs. green, with a population of 


17,000,000 


1958. the figure of all 
During 1959, current figures indicate an in- 
crease in the per capita consumption percentage about double 
that of population growth 

The Canadian consumers’ coffee drinking habits closely 
follow the pattern of our neighbors. Instant coffee com- 
mands a good third of the sale and accounts for a large 
percentage of the increase in per capita consumption, with 
fresh roasted coffee volume 


only paralleling population 


growth. This could be unhappy for the future, as instants, 
perhaps the favorite of the younger generation, are not 
likely to stimulate the same desire that a pot of a fine fresh- 
roasted brew will 

Despite the optimism of growth, the coffee business con- 
the chronic ailment of the trade, lack of 


tinues to sufter 


profit. A business that does not provide adequate return to 
all segments of the industry is unhealthy, and eventually must 
suffer. Either the quality of the product deteriorates, or 
the main interest must be directed to the promotion of 
more profitable commodities. 

Currently this is a problem to both the producer of the 
product in countries of growth and to the roasting industry. 
Both are problems of their own making (and for their 
own correction), the one in overproduction, the other in 
low retail prices 

The opening remarks of a prominent association execu- 
tive at a recent American trade convention emphasized a 
basic problem of the trade as “ferocity of competition 
among roasters’ and its only “temporary advantage’ to 
the individual. 


The speaker touched only lightly on sales practises which 
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haunt all branches of the industry. Where is the benefit 


of unwarranted discounts and loss leaders that are 1m- 
mediately met or exceeded by competition? Why should we 
debase our product in this era of high standards of living, 
with a public attuned to quality rather than price? What 
is needed is an individual return to pride of product and 
a marketing policy based on the principle of good value 
at a fair profit, on which most of our brands were original- 


ly established 


coffee developments in Great Britain 
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cludes with three methods of making coffee and the faults 
to avoid. It is being distributed for us by a film library, 
which reports that it is very popular, and the six copies are 
fully booked until the end of the year. 

A mounting number of requests arrive daily from schools, 
technical colleges, scholars and caterers asking for our wall 
charts, "Tree to Cup” booklets and caterers brochures. 

“Sell more Coffee’ Catalogue, 36 items of point-of-sale 
material can now be drawn on by the trade from our stocks. 
They comprise electric flashing signs, posters, showcards, 
hessian banners, small bags and various better brewing leaf- 
lets. We also supply at subsidized cost paper bags, standard 
coffee measures, menu cards and paper serviettes, all over- 
printed with a coffee design and a popular slogan. 

Several thousand ‘Fun with Coffee’ booklets, obtained 
from the Pan-American Coffee Bureau, have been used for 
special functions. 

Our information bureau deals with inquiries from the 
national press, women’s and catering journals, who all tend 
to write more and more about coffee. 

We are, as a member, in close touch with the European 
Coffee Bureau in Brussels, and attend their meetings, which 
are an inspiration for the future progress of coffee propa- 
ganda in Europe. 

The Pan-American Coffee Bureau, whose work we admire, 
has always been a valuable ally. 

Publications and coffee industry magazines published in 
the U.S.A., which we receive, provide an inexhaustible fund 
of information about the coffee industry and must be indis- 
pensible to all alike. 

Free enterprise has enabled more and more firsthand deal- 
ers to compete against the mammoth companies in the in- 
stant coffee field. They are now selling to their customers 
“own label” brands of instant coffee packed in this country 
from bulk supplies imported from specialists having factories 
on the Continent, These are offered to the public at retail 
prices on a par with cut prices at which national brands are 
sold, and yet offer to the grocer a better profit margin than 
cut price lines afford. 


& TEA INDUSTRIES and The Flavor Field 





coffee gains in Australia 





By H. H. LESCHEN, Chairman 


Australian Tea & Coffee Traders' Association 


Melbourne 


While Australia is traditionally a tea drinking nation, the 
increase in coffee consumption over the past three years has 
been most noticeable. In 1957 we had a per capita figure of 
.75 lbs. Today the figure is 1.33 Ibs., and it could reach 
1.5 Ibs. by 1961. 

The two influencing factors responsible for the increase 
are: 


In comparison, tea is 5.75 Ibs. 


1. The intake of European coffee-minded migrants. 
2. Marked improvement in facilities to serve or sell 
“fresh” coffee. Such facilities include: 
(a) Installation of counter grinders in self-service and 
and supermarkets. 
(b) Improved packaging. 
(c) Popularity of espresso bars. 
(d) Wider usage of “instant” products. 
Producing countries, in their present dilemna of increas- 
ing production in the face of a decreasing demand for 
Arabica, may see a small but useful ray of hope in this 


increased consumption in Australia. However, they must 
be disappointed because of the development of coffee 
growing in the Australian Protectorate of New Guinea. 
This coffee, all deriving trom Blue Montain Jamaican 
seed, is of good bean appearance and possesses fair thick- 
ness and acidity in the liquor. 

Production in 1958 was in the vicinity of 500 tons, and 
1,350 tons. This latter figure will represent approximate- 
ly 50% of Australia’s quality requirements, and the direct 
result will be felt in the present volume from East Africa, 
where the weight of our Arabicas, particularly Kenyas, 
have been bought for many years. 

Since 1950, dollar restrictions have prevented imports 
of Central Americans. In June, 1959, coffee import 
licenses were no longer required and small tonnages of 
Colombians and Costa Ricans are now arriving. These 
qualities will be welcomed in our blends. 
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100 Elexso machines have been installed in the Federal 
Republic. Therefore, we can proceed from the assump- 
tion that this is a machine which has already proven it- 
self 

From a technical standpoint, the job at w hich the ma- 
chine is directed is solved in a very interesting manner. 

The coffee is first of all conducted from a storage con- 
tainer via a vibratory chute onto a horizontally rotating 
plate developed as a flat trough, with the speed of ro- 
tation so adjusted that the coffee beans are thrown to just 
below the rim of the plate by centrifugal force. The feed 
is so controlled that the vibratory chute enters into opera- 
tion when a photoelectric cell intercepts a beam of light 
which can penetrate through the perforated edge zone of 
the plate. When this is so, then sufficient coffee beans 
are not present on the plate to cover the perforated strip 
and the chute must supply further coffee 

Perpendicular to this plate, there operates at the same 
speed a wheel on the edge of which are 48 small suction 
pipes, each of which draws in one bean and holds it fast. 
With a speed of 50 revolutions per minute; this wheel 
theretore has the capacity to receive more than 6,000 
coffee beans per minute. The wheel now passes each bean 
individually through a light chamber, where it is indi- 
vidually compared by two photoelectric cells and from 
both sides with respect to its light reflection with the pre- 
scribed brightness standard. The tolerance can be ad- 
justed in 100 brightness divisions, as desired, by the inser- 
tion of color plates. The photoelectric cells make the de- 
cision “good . “too dark” or ‘too light”, in which con- 
nection, as already stated, the limits with respect to the 
last two criteria can be made wide or narrow, as desired. 
Directly behind the light chamber, the suction force re- 
leases the beans and they drop one behind the other, as 
though pulled on an invisible string, and at a speed scarce- 
ly to be followed by the eye, through a rubber tube onto 
a conveyor belt. 

What, however, happens to the bean which is found to 
be defective? It is recorded by an electronic counter and 
is removed from the endless belt of dropping beans by a 
focused jet of air. 

So much with regard to the technical process. It 
makes the following clear: the output of the machine 1s 
determined only by the passage of the beans, about 6,000 
per minute, and not by the percentage of bad beans in 
the coffee. The seiection is therefore entirely of uniform 
In multi-shift operation, between 50 and 55 kg. 
can be sorted per hour, And one thing more: the ma- 
chine doesn’t have to be paid expensive overtime, and 


course 


due to the unvarying cost factor, sorting costs are frozen” 
once and for all. 

Now we arrive at a very important aspect of the mat- 
ter, namely cost. In this connection, the company which 
is distributing within the Federal Republic the electronic 
coffee sorting machines of the Elexso Electric Sorting Ma- 
chines Co., namely Friederich Justus & Co., of Hamburg, 
has given us the following accounting: The most favorable 
quantity price for one machine is U.S. $7,740, delivery 


prepaid, plus 10% duty and taxes, i.e., about 36,000 Ger- 
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NOW .... from WYOTT 


the most important advancement 
in the coffee serving industry in years! 


THE WYOTT THREE-WAY CLOSED CIRCUIT SHANK 
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. Uniform roast 

. Purer coffee roast 

- Shrinkage savings 

. Uniform improved taste 

- Alarm Automatic timing temperature control 
. Improved definite economy 

. Compact unit, space saving 


Mail coupon today for complete details 


Puerto Rico Manufacturing Corporation 
P.O. Box 2013, San Juan, Puerto Rico 


ee a a Kindly address full information about your PREEDIT coffee 


480 Ib. Ui 
30, 60 145 KW roasters to: 





Prices C.I.F. U.S. ports including 
installation supervision: 
NEW YORK representative: M. A. Hagemann 


100 Ibs. per batch $4,985. P.O. Box 81 
200 Ibs. per batch Stapleton Station 

5 York 
Prices and terms available on all models See ney eee Fe 
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guaranteed to grow as 
potted plants... are now 
available for mailing to 
customers and prospects 
throughout the U. S. 


A perfect self-liquidating 
premium to be advertised 
at only $1.00 for a pair 
of healthy two year old 
plants. 


ORCHAWAII SALES DIVISION 
Orchids of Hawaii, Inc. 


National Sales Office 
305 Seventh Ave., New York 1, N. Y. 
Telephone: ORegon 5-6500 


man marks. It replaces two to three hand pickers, who 
receive per year including social welfare contributions, 
perhaps 4,000 German marks, and therefore a total of 
12,000 German marks. In an eight-hour operation, the 
electronic picking machine therefore pays for itself in 
three years. After this time, however, it constitutes a true 
reduction of costs 

In this connection, it is of interest that the said fac- 
tory should grant a three-year payment plan, as a result 
of which the cost price would be paid by the wages saved. 

Of course, such a machine has its limits. It makes 
possible, even though in an impressive manner, merely 
sorting by color and not by shape or size. It could, for 
instance, judge a coffee-colored piece of wood just as 
favorably as the button from the trousers of the roasting 
foreman, provided merely that it meets the standard stipu- 
lated from a color standpoint. However, these are prob- 
lems which have long-since been solved by wind sifters 


and stone removers. 
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lines of communication within the organization to better 
meet the needs of roasters, and are interested in inquiries 
on the subject. 

3. Interest in labor-saving in the brewing and serving of 
coffee. This has taken on several facets: 

a. The increase in the number of women in food 
service makes it imperative that urns be lower. They are 
being made lower — even to the point of being built inside 
counters. Less revolutionary installations are in low, square, 
space-saving batteries. The low, square urns also have the 
merit of blending better with today’s decor, as well as 
saving labor. 

Low, square urns come in single, two- and three-piece 
batteries, in varying capacities. A three-piece battery with 
a capacity of ten gallons of coffee and 12 gallons of water 
need take no more than 53 inches of counter space; and 
be no more than 34 inches to the top of the un‘t from the 
counter. They are available, of course, with temperature 
and pressure controls and labor-saving stainless steel filters 
in heavy-duty, all-welded construction. 

b. The increasing interest in automatic coffee brewing 
is taking a number of turns. Automatic mechanical and 
electrical controls are being applied to the brewing process 
to detect and control pressure, temperature and flow. These 
controls not only reduce the amount of labor necessary for 
brewing coffee, but result in important savings in fuel. 
More important, they produce a uniformly excellent brew, 
and completely eliminate the steaming of kitchen and 
counter areas by the older types of urns. 

c. Urns are being requested with faucets turned toward 
the customer in many cafeteria installations, This trend to 
self-service of coffee started in industrial cafeterias and is 
spreading 

d. Labor is being eliminated in other ways as well. 
Old-fashioned coffee urns make use of cheesecloth bags or 
filter papers to hold the coffee and filter it. Cheesecloth 
bags must be washed, and filter papers replaced. By use 
of recently re-engineered stainless steel filters, permanently 
installed and unbreakable, and needing only a rinse for 


(Continued on page 172) 
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CAPACITY COUNTS - 
3210 QUIKUT has it / 





* Plant Facilities 
* Modern Equipment 
* Experienced Know-How 
* We Can Deliver— 
On Time, Any Time! 


* Quality Cutlery... 
THE SHARPEST! 


Single Pieces + Sets - Range Unlimited - From One to Millions! 
QUIKUT'S CUSTOMER AID PROGRAM: 


Design, Manufacture, 
Monthly Progress Reports, 
Successful Conclusion 


| h Viere’ S your 
x ee _ PREMIUM 
y Connection! 
FEDERAL 2-5595 Fremont, Ohio 





Stuffed Toys 
That Sell 
The Best Value 
Your Money 
Can Buy 


| 


Over 100 Different 
Styles of Animals 
Send for Illustrated 
Catalogue and 
Price List 


R & R TOY 


MFG. CO. INC. 
PEN ARGYL, PA. 





TELE-VISION‘ 
LAMP CLOCK 


NEW DIFFERENT 
PRICED TO FIT YOUR BUDGET 


FEATURES 


TELEVISION CLOCK AND LAMP 
COMBINATION 
GLOWS IN THE DARK 
SELF STARTING ELECTRIC 
INDEPENDENT NITE LIGHT 
FOR BEDROOM OR NURSERY 
UL APPROVED MOTOR AND CORD 
3 YEAR GUARANTEE 
#700 WALNUT PLASTIC CASE 
, WIDTH 51/2'' 
DEPTH 3'/2'', WEIGHT 2'/2 LBS 
110 VOLT, 60 CYCLE 
INDIVIDUALLY BOXED 
Samples Furnished On Request 
Without Obligation 


PENNWOOD NUMECHRON COMPANY 
7249 Frankstown Avenue, Pittsburgh 8, Penna 
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quality coffees 
need quality premiums 





By GORDON C. BOWEN, President 


Premium Advertising Association of America, Inc. 


(Mr, Bowen 1s also president of the 


Preminm Service Co. ) 


It's been more than 60 years since 
the coffee industry became one ot 
the first to use premiums. The initial 
offer by a coffee firm was announced 
about 1897—and still many com- 
panties are not getting the best pos- 
sible results from their promotions. 

The start of this decade—which 
may well be known as the ‘‘Super- 
competitive Sixties’ —is, I believe, 
a good time to take stock. 

The advertising and marketing 
press gave a lot of space recently to 
promotions by three coffee firms 
which put cash into the package, 
from 7¢ to 5O¢. No one can argue 
that the idea was novel. But—did 
the resultant publicity, which tended 
toward ridicule, help the products’ 
image? 

Perhaps with this question in 
mind, several coffee men have ex- 
pressed to me the feeling that the 
type of premium used must more 
than ever be of a quality equal to 
the image that the product seeks to 
convey. This has always been the 
thesis of the Premium Advertising 
Association of America, and is em 
phasized by the top-notch, top-brand 
firms who have been joining the as- 
sociation in increasingly large num- 
bers in the past few years. The 
most recent campaign for Borden's 
Instant, Chase & Sanborn, Folger’s, 
Luzianne and Maxwell House are 
examples. 

How does this apply to you? Let's 
look ahead. First, in this political 
year of symbols and slogans, I think 
we should have some of our own. 


For the coffee industry, may I sug- 
gest, ‘Quality in the cup; quality in 
the premium.” Or, perhaps, ‘’Pre- 
mium coffees; premium premiums.” 

The exact words don’t matter, but 
the exact image of your product 
does. If your coffee—crowded with 
so many other brands on that super- 
market shelf—is to represent quality 
in the mind of the consumer, then 
your premium must also represent 
quality. 

According to COFFEE & TEA IN- 
DUSTRIES’ own survey last June, more 
than half the packers in the coffee 
industry use premiums, and most of 
them agree that the best coffee pre- 
mium contains the following three 
elements: 

1. It ties-in with the product. 

2. It has intrinsic value. 

3. It adds to the quality of the cof- 
fee itself (such as the oft-praised 
Nestle instant coffee carafe). 

But even with the best intentions 
and judgment inherent in these 
guides, our premium campaigns are 
sometimes not the successes we ex- 
pect, a situation not confirmed merely 
to the coffee industry, of course. Un- 
fortunately, we have all been oc- 
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JIFFY PICTURE HANGERS 


PATENTED IN U. S. AND FOREIGN COUNTRIES 


It’s a Door-to-Door Special! 
It’s a Sales Premium! 
It’s a Self-Liquidator! It’s a Profitmaker! 


OVER 800 MILLION SOLD 


PATENTED 








i! 


PICTURE HANGERS 


This revolutionary new picture hanger has been written up in 
national magazines and newspapers. It's the greatest seller, 
since picture hanging was first thought of. Hangs Pictures with 
out hammer or nails. Goes on tile, glass, metal, concrete, plaster. 
You just wet and apply, when removed leaves no tell-tale mark. 





e NO HAMMER e NO NAILS ¢« SAVES WALLS 


Nationally advertised—Repeats! Repeats!—Repeats! 
Holds 15 lbs. 


® 
| MOLDSIS LBS 
The most constructive and revolutionary Picture Hanger on the 


U.S. Market. Tested and approved by leading testing labora- 
tories. Sells and repeats all year round. Millions of homes wait- 
ing to be supplied. 


CO. ee rn 








PATENTED 


United States Patent Nos. 2647711 and 2809001 * Canadian 

Patents 550688 and 554430 © Belgium Patent 588219 * 

French Patent |, 176, 339 © Italian Patent 573, 200 * New 

Zealand Patent 119, 254 * Other U.S. and foreign patents 
pending. 











Poster 
Size 
Card Write, Wire or Call Collect for Samples and Price List. 


air | JIFFY ENTERPRISES, INC. 





38. MANUFACTURERS 
150 N. 13th STREET, PHILADELPHIA 7, PA. 


CANADIAN DIST. FIRECO SALES LTD., 33 Racine Road, Rexdale, Ontario, Canada 
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casionally guilty of playing hunches 
on premiums, and our offers, while 
fail to 


desirable” or, 0 


certainly “something extra,” 
be something 
borrow from the novel, “something 
of value 

Just as COFFEE & TEA INDUSTRIES 
Is ¢ xploring in this issue all the vital 
aspects of “what's happening in cof- 
fee,’ so the Premium Advertising 
Association of America is seeking to 
solve the enigmas of our industry 

PAAA’s invaluable Directory of 


Premium Users breaks down the type 


of offers favored by coffee roasters, 
wholesalers and distributors to ex- 
plicit terms. The confidential direc- 
tory, published for the exclusive use 
of the association’s members, indi- 
cates that year, among those 
responding to a questionnaire, coffee 
firms from more than half of the 
states used premiums. 

The directory also revealed what 
premium programs are most favored 
in the coffee industry. Many com- 
panies use a combination of two or 
more of these premium approaches. 
In order, they are: 


last 





Premiums 


Hammond's 
International World Globe 
Model 1822 
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Hammond's 
Travel Atlas 


It’s been 
PROVEN! 


Hammond premiums 
make powerful per- 
suasion for any of 
your incentive needs. 


oP 
4 


Hammond's 
Classic World Atlas 


with PULL! 





ULI 





* Hammond's 
Sports Atlas of America 


C. 8. Hammond & Co. 


MAPLEWOOD, NEW JERSEY 


Write for details and special premium costs on 
the extensive selection of power-packed, incen- 


tive—creating Hammond premiums. 
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SCOPPceE- & TEA 


NDUSTRIES 


Nearly 27% use self-liquida- 
tors. 
24% have coupon plans. 
21% employ giveaways and 
over-the-counter. 
About 14% use 
miums. 

. About 14% 
centives. 

6. About 1% offer contest prizes. 


dealer 


pre- 


give salesmen in- 


A new, updated directory will be 
published early this year, with com- 
plete information on premium users 
—including installment retailers and 
club-party plan houses—plus adver- 
tising agencies, supermarkets and 
trading stamp houses. They will al- 
so be broken down into the above 
six types of offers. 

Moreover, we hope that by the 
time of our New York Premium 
Show in September, or shortly there- 
after, much of the guesswork will 
have been removed from the choice 
of premiums, media and copy 
themes. At that time, we should 
have the early results of a national 
premium consumer survey now be- 
ing conducted by Professor Arnold 
J. Corbin, of the New York Uni- 
versity Graduate School of Business. 

By means of a probability sample 
obtained through interviews with 
men and women across the country, 
Dr. Corbin intends to find out who 
are the people who do not respond 
to premium offers, and why. And 
we are going to learn what the 
people who take advantage of pre 
mium offers really think of them. 

This study is a natural outgrowth 
of Dr, Corbin’s survey of premium 
users and suppliers and advertising 
agencies, published in 1957. It pro- 
vided invaluable information about 
our industry at the trade level, help- 
ing to prepare us for the challenge 
of the 1960's. 

The National Coffee Association 
constantly decries the fact that cof- 
fee is such a price football when, at 
its lowest retail price in ten years, 
coffee could stand on its own and 
earn a good profit for the retailer. 

This situation exists because cot- 
fee’s image is suffering from the 
hangover of other days. Today, cof- 
fee is still thought of too often as a 
loss leader of a quality product. 

“What's happening in coffee?” 
Whatever you make happen. If the 
image is to be upgraded, it must be 
upgraded on all fronts. And pre- 
miums, such an integral part of so 


Flavor Field 


and The 





many sales programs, are an essen- 
tial consideration. 

Quality premiums are available. 
And to add to the excitement, the 
1960's will see the start of the in- 
ternational spread of the premium 
practice as we know it. Conversely, 
premiums for our use will be avail- 
able from all over the world. 

Talk about the Sixties may seem 
overworked lately, but the facts of 
our nation’s economy, and the 
world’s lead one to conclude that this 
year we are turning a corner toward 
a new economic era, regardless of 
the coincindental ‘‘O” in the date. 
Let’s make sure the “O”’ doesn’t turn 
out to be a zero for coffee and 


premiums. 


Explain premium 


differences to women 


Ideas on today’s woman and premiums 
were presented by Janet Wolff, vice prest- 
dent of the J. Walter Thompson Co., to 
the Premium Advertising Conference (See: 
CoFFEE & TEA INDUSTRIES, October, Page 
53, November, Page 60). 

This is another point made by Mrs 
Wolff. 

Today's woman is free economically 
and socially—more so than any woman 
before. She can do anything she wants 

with only the limits put on any in- 
dividual. A wonderful feeling, yes, 
but now she must make so many de- 
cisions. There are so many avenues 
open—which one to take? 

She's her own boss. No one tells 
her who she must marry anymore, or 
even whether she should marry. Econ- 
omically, it’s no longer necessary—she 
can hold money in her name, or go out 
and get a job and support herself. And 
if she marries, she still must decide 
to work or not to werk? Is it fair to 
her family to work? Will it hurt the 
children if she works? But what if 
She stays at home—is_ marriage 
enough? Is it right for her? The free- 
dom of choice is accompanied by a 
misery of choice. What is right? How 
can she decide? 

So if we offer a premium which 
has variations, let’s explain the differ- 
ences. Make it clear so she won't have 
to worry over a choice. Whenever 
possible, let's make the use of our 
premium as specific as possible: ‘‘this 
is to use for company”; “this is to 
use in the kitchen.” In this way, we 
solve her problem of choice for her 

and most certainly we should never 
add to her misery of choice. 
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BUILD MORE SALES! 


WITH THE MAGIKEEPER®...THE IDEAL PROMOTIONAL PREMIUM, 
COMBINATION GIFT PACKAGE, SELF-LIQUIDATOR. 


World’s greatest ice, food and beverage keeper. Made of plastic foam, 


a new insulating material, the MAGIKEEPER is light, 


attractive, durable and washable. Comes in confetti party colors. 


Watch sales go up when you package your foods, beverages, 


cheese, candy, cookies, in this beautiful, re-usable, 


ice and food keeper! Increases shelf life of perishables. 


packaging and specialties. Write Norman Balch: 


We also custom mold other plastic foam 


AEROPLASTICS 4240 Glencoe Ave 


Venice, Calif. 
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theme presently being employed by the Chock-Full-O 
Nuts company Both are selling quality . Not price. 
In this regard, R-M’s new coffee vending unit also at 
fords a simple, yet positive control over quality as weli as 
as costs Measured amounts of ground coffee are placed 
between two layers of a filter tape and hot water forced 
In this way, we provide for absolute 
quality control And 


every dime placed in the unit accounts for one cup of 


through each pad 
There is no “stretching” possible 


coffee of the positively pre-determined portion, 

We do, of course, pride ourselves on this development 
Perhaps within a year or two other vending equipment 
manufacturers will produce similar techniques. In our 
end of the industry, there has been a vast amount of tech- 
nical research on brewing methods, It is our opinion that 
these techniques will ultimately be incorporated in insti- 
tutional types of units 

Speaking for my own company, I can say that we have 
spent in excess of $1,000,000 on research dealing with 
coffee, brewing characteristics and brewing techniques. 


And 


But our company—like 


that is a conservative estimate 
every company in the new in 
dustry of automatic merchandising—is not extravagantly 
financed. We have businesslike limitations. 

On the other hand, we see what has been done by the 


bottling industry. And we see that syrup companies have 


“Old Boston” 


Stoneware 


“Bean Pots” 


fully ovenproof 


ioned brown. 
fired at one time. 


No. 260—8 pc. bean pot set 


her delicious 


baked beans. 


Also stoneware mixing bowls, coffee mugs, carafes, pitchers, 
casseroles . . . all oven-proof ... all packed for premium use. 


WESTERN STONEWARE COMPANY 


Monmouth, Illinois 


Glazed in “antique” old fash- 
Body and glaze 


Just like “Grandma” used for 
slow 


Packed as sets or individually 


aided the growth and expansion of the local bottlers’ ef- 
forts through liberal financing arrangements on _ the 
purchase of automatic merchandising equipment. The 
financial statements of both the parent companies and the 
overwhelming majority of bottlers would indicate this has 
been a highly beneficial project for both. Worse, from 
your viewpoint and mine, it is probably largely responsi- 
ble for the 10 to 1 ratio of cold drink units versus coffee 
units. 

In this nation, the carbonated beverage industry has 
Moreover, it has put the money on the line to 
And therein, in my 


sold itself. 
do the job in which it believes. 
opinion, is a portion of the problem. 

Our shameful failure in the field of automatic merchan- 
dising must only be accounted a monumental tribute to 
our own shortsightedness. And in this I inlude myself. On 
the day 13 years ago when Lloyd Rudd, my partner, and 
I built the first coffee vending machines, we did not, I as- 
sure you, envision the real potential that lay before us. . . 
or that which in truth lay before all of us. 

If there is a failure, I count myself a part of it. How- 
ever, for years, now that I have seen what can be done, I 
have been in many instances a prophet crying in the wil- 
derness, Wherever and whenever I have spoken to au- 
diences, I have elaborated on the values of coffee, not, of 
course, overlooking its pleasures. 

Today, some effort is being made along the lines of 
vigorous coffee merchandising. I venture the opinion 
that it is little-league by comparison with the big-league 
nvestments made in the carbonated beverage industry. 


But it is a start. For he mutual benefit of all of us, I 





MAGIC BRUSH 


Handy Nylon 
All-Purpose 
Pocket Brush 


Weighs 
Less 

Than 

One Ounce 


Just press to 


Pp 
nylon bristles appear! CLOSED 


Hottest premium in years. A _ real nylon 
bristle brush is hidden in an ivory colored 
case that measures 2'2'' x 1%" x He". 
For a quick whisking of collar, hat, bag or 
whatever just pinch the top; brush magi- 
cally appears; turn over again, and brush 
disappears, ready to be stowed in pocket 
or purse. Available with imprint for ad- 
vertising at I¢ each extra. $2.00 doz. 
Minimum 3 doz. lots, or $18 per gross in 
2 gross lots postpaid. Sample dozen $3.00 
postpaid. No C.O.D.'s. 


stoneware 





$ 00 $18.00 per gross 
er Min. 2 gross 
; oz. Sample doz. 
Min. 3 doz. $3.00 postpaid 











SEND FOR CATALOG. 


STERLING JEWELERS, INC. 


Dept. C-10, 1975 E. Main St., Columbus, O. 
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sincerely hope that it will continue and expand. 

If it does, the consumer may at last stand before two 
machines, not one, and make his decision at the point of 
. coffee or cold drink. And at this point, we have 
Tos 


sale .. 
at least a fighting, 50-50 chance he'll go our way. 
day, our chances are only 1 in 10. 

The market before us is, after all, as big as we wish to 
make it. And making a market involves risk, courage 
and, most of all, faith. For ourselves, we have staked 
our corporate life on coffee. 

Many a reader may well remark, “In what way am I 
involved with what has been written here’? I submit 
that all of us are involved with each other. The success— 
or failure—of any one of us affects each one of us. What 
Rudd-Melikian can do to increase the “‘availability’’ of 
coffee directly affects the roaster, the importer, the grow- 
er, If we can multiply the “availability” factor, we multi- 
ply demand. 

In reply, therefore, to the question, I say that your 
involvement may only include a reflection on the facts of 
coffee’s availability. 

If, in your opinion, the availability factor does not con- 
cern you, then neither does automatic merchandising con- 
cern you. If, on the other hand, you believe the availabili- 
ty factor is a legitimate matter of concern, I suggest you 
do something about it. 

The roll-call of products renowned for their quality and 
now departed from the market is an impressive one, And 
it’s interesting to note that their departure was all too 
frequently prompted not by any defects of quality but 
rather by defects in their distribution. If business history 
can teach us little more than this, we may all be thankful. 


which conveyor system is best? 
(Continued from page 83) 





be less than equivalent mechanical handling, or an un- 
necessary corner will appear. 


First cost and total cost 

While we're on the matter of costs, it should be pointed 
out that the first cost of processing equipment is not the 
important cost. The total cost includes the first cost as well 
as the maintenance and operating costs over the deprecia- 
tory period of the equipment. That is the real cost, and 
the one which companies concern themselves with the most. 

Often economies and savings are made or suggested in 
the first cost, or capital cost, which cuts down the efficiency 
and effectiveness of the equipment, whereby the mainten- 
ance and operating costs are considerably higher, resulting 
in overall total cost during the depreciatory years complete- 
ly out of line with competitive units, 

By trimming the first cost, the very devices and means 
which keep the depreciatory and operating costs at a lower 
level can be left out or neglected. 


Advantages of air conveyors 

Air conveyors have advantages and flexibility. The tubing 
or piping does not require moving vertically or horizontally, 
as is more or less customary in mechanical conveyors. 

This permits elimination of corners, which can accumu- 
late material and cause uncleanliness. This doesn’t mean, 
however, that air conveying equipment does not require 
periodic cleaning, because it does. Pipes or tubes can be- 
come incrusted and dead spots develop where material 
will lodge. 


FOR THE WOMEN IN YOUR BUSINESS LIFE 





Dresser His ‘ Wike-y SD nrors 
Fruit Sys 


I 


Matson’s Satin ’n Lace 
Dresser Set—Gold, Pink, 
Blue Satin accented by Jewelers 
Bronze—nationally advertised— 
4-Piece set—about $5 retail. 


For samples and further information write Premium Division, Dept C-I 
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Matson’s new Mirrored 
Perfume Trays— 
nationally advertised — 
from $5 to $15 retail. 


Matson Mfg. Co., Inc., 347 Fifth Ave., New York 16, N. Y. 
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The design of mechanical conveyors today has advanced 


such a state that little or no material 1s deposited or left 


behind 


i CSS 


and ingenious methods have been devised for ready 


ind cleaning of these units 


There ts a constant increase in health inspections in food 


| rion Sn 


plants. Such inspections are valuable, of course, 


food industries. but it seems to have a minimum 


field. The alarming part is the 


requirement in the coftec 


constant bureaucracy which we have 


ever and increasing 


in this country, not only on the part of the federal govern- 


but also by the state, county and local groups 


Help in making the decision 


In choosing conveyor systems for the transfer of goods, 


companies which manutacture and sell conveyors of all types 


ire probably the best contact for conference. Such com 


panies do not have any axe to grind with reference to onc 


type or another, and they can work out the problem with 


operating people and engineers for the best results 


words, if a designing company which handles 


In other 
lir equipment only, or is committed to that type of convey- 
is called in 100% in its 


and that is the only recommendation he can make 


its experience will be own 


Similarly, if a company handling only mechanical devices 


is consulted, the reverse would be true 


But look at the fellow who handles both types—air and 


mechanical. He would be on the unprejudiced side and 


more experienced in the overall understanding of conveying 
problems 

Many conveying requirements can be cared for by a 
grouping of standard elements which may be incorporated 
into many plant designs. In other instances, original design 
for a particular situation may be necessary or advisable. 
Such special design is, of course, more expensive than the 


use of standard devices 


New book on Army rations 

Coffee people interested in rations for the Armed 
Forces will find considerable material in a new book issued 
by the Historical Branch of the Quartermaster General, 
Washington, D.C. 

Called “Special Rations for the Armed Forces’, it 
covers the period after World War II and the Korean emer- 
gency 

The book offers good general background to supple- 
ment the book issued last year specifically on coffee, 
Coffee for the Armed Forces’ (See: May, 1959, COFFE! 


& TEA INDUSTRIES, Page 44). 


Japanese coffee cooperative in Brazil 


The cooperative numbers among its members many 
Japanese-Brazilian coffee growers. It is their aim to estab 
lish in Japan a branch of this organization especially de- 


voted to the promotion and sale of green coffee 
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AFRICA SERVICE 
Fast Monthly Sailings 
FROM: East Africa, Djibouti and 
Assab 
VIA: Mediterranean 


TO: Atlantic Coast Ports, New Orleans* and 
Pacific Coast Ports 


Optional Bills of Lading, Issued For 
Atlantic Coast/Gulf/ Pacific Coast Ports 


New York San Francisco 
Java Pacific Line, Inc Transpacific Transportation Co 
25 Broadway 351 California Street 


Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


New Orleans 
Strachan Shipping Co. 
1607 American Bank Bldg. 


Direct or with transshipment 
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“I can make it faster by Nedlloyd.” 
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upgrading soluble coffee 
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small the aroma of roasting coffee (5 ppm) at the distance 
of 1,000 feet from the roaster, there are over 60 Ibs. of 
volatile aroma ingredients in the air. 

The aroma would be much more welcome if it were 
coming from a cup of hot coffee. The problem of holding 
the flavor and aroma of roasted coffee in the roasted coffee 
bean has been covered in patent literature going back to 
the middle of the 19th Century. Some of these patents 
claim that by retaining the flavor and aroma in the roasted 
coffee, four times as many cups of coffee (200 cups) can 
be made from one pound of ground roasted coffee. 

During roasting, large quantities of volatile constituents 
and carbon dioxide gas are formed and held within the 
cell walls of the roasted coffee beans. These gases tend to 
diffuse through the cell walls of the coffee and are thus 
lost. During grinding, a considerable amount of these gases 
are lost. Since the cell walls are disrupted during grinding, 
the gases can escape much easier from the ground roasted 
coffee. Roasted coffee, and especially ground roasted coffee, 
should be held a minimum length of time before extraction. 


Extraction 


The temperature of the extract in the various columns of 
a set of extractors may vary from 70°F. to 300°F, The 
solids in a regular cup of brewed coffee are extracted at 
about 200°F. If they are extracted at higher temperatures 
than 200°F., or even if they are held for more than an hour 
at 200 F, the flavor and aroma of the brewed cup of coffee 
deteriorate. The temperature profile (the extract tempera- 
ture at each extracor) must be watched very closely, so 
that the fairly delicate coffee solids are not subjected to 
hydrolysis temperature and the flavor and aroma are not 
destroyed. The yield of solids from the extractors is not 
indicative of the condition of the flavor and aroma of 
these solids. When the yield from a set of extractors varies 
between 24% and 39%, with the average yield at 30.8%, 
during the period of one day, the product quality certainly 
does vary. Fluctuations in the yield and in the product 
quality can be caused by variations in hot water feed rate 
and temperature, cycle time, and the overall temperature 
“profile.” 

Coffee extract pumped directly from the extractors through 
filters and heat exchangers to the spray dryers will make 
into a good soluble coffee. If this extract is stored for a 
longer period of time (12 hours or more), a tar-like sub- 
stance settles out on the bottom of the storage tank. This 
tar like substance forms an acceptable part of the soluble 
coffee flavor. When this tar-like substance is removed after 
a long storage period by decanting or by a centrifuge, the 
flavor or aroma of the soluble coffee must be different. 


Drying 


An excellent extract that contains a maximum amount of 
flavor and aroma constituents can be rendered very bland 
by inept handling. The soluble coffee industry has placed 
a ceiling of 3% moisture content on soluble coffee. The 
conditions for reducing the moisture content of soluble 
coffee to less than 3% moisture are quite drastic (longer 
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drying time and higher product temperature), These dras- 
tic conditions are not kind to the more delicate flavor and 
iroma ingredients; they are lost. Quite a number of soluble 
offee products that are now on the market can be heated 
to 350 F. without changing the flavor of the coffee bever- 
age produced from it 

The soluble coffee industry has spent large sums of money 
building high tower spray dryers to enable them to make 
high flavor Most of the present 
soluble coffee could be produced in horizontal spray dryers 
it a considerable reduction in capital. A very short drying 


from the heated chamber its 


ind high aroma products 


time with immediate removal 


necessary for the production of a more flavorful, aromatic 
soluble coffec 

The soluble coffee plant of the future could very well 
be a completely sealed, pressurized, continuous operating 
plant. The only coffee components leaving the plant would 
be those sold as usable coffee. There 1s an excellent chance 
that the product of the future might actually be a high 
The 


ponents are held much more easily in a liquid than in a 


solids liquid extract of coffee flavor and aroma com 
dry form 

The transition to the plant of the future may be very 
slow, or itt 


may be abrupt However, the present plant 


operator will produce a much more acceptable cup of in 
coffee if he pays 


roasting, extraction and drying when 


stant more attention to the details in 


using his present 


equipm nt 


Coffee controller named 
Karl I 


has been elected to membe rship in the Controllers Insti 


Hass, controller, Manning's Inc., San Francisco, 


tute of America 


research—and the future of coffee 
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fractions may be separated out for specific purposes, such 
as vending machines, home equipme?t, institutional use. 

Packaging of coffee and handling for both home and in- 
stitutional use, which have remained relatively unchanged for 
so many years, are not ideal. Even today there is evidence 
that change is inevitable, 

These are only a few of the factors that are being ex- 
amined critically because cup quality can be improved by in- 
novations in plant operation. 

Probably, the weakest link in the chain stretching from 
the grower to the consumer is brewing equipment. Grow- 
ers and roasters must come to the realization that good 
equipment and its proper use is their business. The equip- 
ment manufacturers may make equipment, but roasters and 
packers, even knowledgeable growers, can exert intelligent 
influence for the advantage of the product and the con- 
sumer. Everyone should be rowing the boat in the same 
direction. 

Accomplishment in the coffee industry, as in every other 
industry, is proportional to the amount of information 
good information—that is available. Information comes from 
research, both basic and applied. Great improvements in 
growing and manufacturing can be made, but not from the 
present base of knowledge. More research, cooperatively 
oriented, including all aspects of the industry, must be in- 
itiated. From it will come facts that will lead to better 
growing techniques, better processing, beter education of 
sales and promotion forces, happier consumers and greater 


sales and profits. 
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what's ahead in glass coffee makers 
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insist on having the “high” or brewing heats mentioned 
on the range for keeping water hot for tea. Each heat is 
obtained immediately, through a fast acting switch. 

In locations with a heavy coffee volume, the restaurant 
operator often needs more than a two-burner unit. Other 
sizes are available, at least from Vaculator. For example, 
we built a quantity of ‘hree-burner warming stoves for the 
new coffee shop at the Royal York Hotel in Toronto. This 
is the largest hotel in the British Empire. From their 
analysis of coffee brewing equipment available to them 
from manufacturers all over the world, they selected 
Vaculator automatic coffee brewers and Vaculator servers 
and warmers for their operation. 


Looking ahead to 1960 and the decade beyond, we see | 


an increasing trend to automation in brewing, using fresh 
coffee. While there have been many automatic brewers 


on the market during the last decade, we still feel the 


market has not approached its full potential. Most auto- 
matic devices currently in use or complicated in construc- 
tion, and some of them require frequent major servicing. 
The field for the future, we believe, lies in an automatic 
that is simple and easy-to-use, yet is rugged and practical, 
so it doesn’t have costly breakdowns or service calls, 

To summarize (if one can on the future), coffee mer- 
chandising is increasing at the point of sale in the use of 
servers, made of glass; in branding with the selling mes- 
sage of the coffee roaster; in putting coffee at its best 
right in front of the consumer. 

And, beyond that, in getting automatic brewing 
methods that are simple, practical and almost completely 
service-free. 

So go our thoughts on what the future holds for glass 
coffeemakers in the institutional field. 


the coffee renaissance is upon us 
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primarily on the testing procedures and standards of CBI. 
This is the beginning of a serious effort on the part of 
the appliance industry to make appliances which will 
produce an acceptable, or even excellent, cup of coffee 
under the standards of CBI. 

Lastly, when it appears that coffee has a chance of re- 
gaining lost ground, the Pan-American Coffee Bureau has 
produced the best advertising to date. The League of 
Honest Coffee Lovers is a worthy crusade, and with a 
hope of increased money to support it, it should produce 
the final thrust. 

Yes, the coffee renaissance is upon us. Soon we will 
be out of the dark ages of poor, over-priced and watered- 
down brown water, and into the era of the robust and 
everlasting drink coffee can and should be. 


Forward! 


Nestle names two to sales posts 


The Nestle Co. Inc., has announced the appointment of 
Howard Maibach and L. Walter Lee, Jr. as assistant sales 
managers, coffee products, for its recently-formed Eastern 
Sales Region. 
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In defining responsi- 

bility, Webster uses 
the words “accountable”, “answerable” and 
“trustworthy”—three words which describe so 
well our relationship to our clients. In train- 
ing our personnel, we impress upon them the 
fact that we are accountable to our clients 
for everything we do for them, and answer- 
able for any decisions we make regarding the 
handling of their interests. Our clients’ trust 
in us, of course, is our biggest responsibility 
—to handle their business to the best of OUR 
ability and THEIR interests. 


S. JACKSON & SON, Inc. 
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P. O. Box 137, New Orleans 3, La. 


Every needed facility—plus comman sense! 





world coffee supplies 
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facilities and the cost of constructing new space, together 
with the cost to governments of financing, holding, and 
storing stocks that are continually on the increase, would 
eventually cause a crisis 

One school of thought ts that the present big  sur- 
pluses are the result not so much of overproduction as of 
underconsumption Efforts to increase consumption are 
apparently making some progress 

World exports of coffee in 1959 approximated 39,500, 
000 bags an increase of about 2,700,000 over 1958. Con 
sumption is increasing somewhat in both the United States 
ind European markets, In the United States, the roastings 
in 1959 totaled close to 22,000,000 bags, some 4% above 
They 1960. 

Coffee roasters in importing countries now have a wide 
choice ot quality cottees at prices highly acceptable both 
to them and to their customers. Prices for mild coffees 
remained fairly stable in 1959, whereas prices for Bra- 
In general, 


1958 should further increase in 


zilian cotfee declined some 6¢ per pound, 
coffee prices at the end of 1959 were approximately half 
the record high of the 1953-55 period 

In the producing countries also. programs to promote 
and increase domestic consumption are receiving consider 
able Several important Latin American coun- 
trices have fixed prices to roasters and retailers at levels 
more nearly in line with the ability of larger segments of 
Also, some countries are re- 


attention 


the population to pure hase 
quiring that coffee of better quality be used for domestic 
consumption It is too early to appraise the effectiveness 
of these programs, but they should lead to some increase 
in consumption 

Currently, the average annual per capita consumption in 
Latin America is around 5 Ibs., compared with 16 in the 
United States 
Latin 


Gsreater interest in 


instant coffee throughout 
America could contribute to coffee 
sumption in this part of the world, which produces 80% 
of the total coffee crop. This is true even though instant 
coffee provides more cups per given unit of green coffee. 
Some people who heretofore drank almost no coffee are 
being attracted to instant because of its convenience in pre- 
In the United States, it accounts for approxt- 


increasing con- 


paration 


mately 17% of total offee consumption (green coftee 


basis). 

Efforts have been made to develop new uses for of- 
fee and its byproducts, particularly in Brazil. Coffee 
pulp has been found to contain some useful organic mat- 
ter when used as fertilizer. Caffeine and oil can be ex- 
tracted and plastics made from coffee, and it has some pos- 
sible value as a binder for cement. 

While these discoveries have long-range possibilities, 
it is not yet economically feasible to use coffee for such 
purposes. However, experiments continue and funds are 
being appropriated for further research in this field. 

An International Coffee Agreement was signed in 
Washington on September 24th, 1959, covering the 1959/ 
60 marketing season, that is, October, 1959-September, 
1960, This agreement, like the Latin American Agree- 
ment which it replaced and before that the Mexico City 
Agreement, has a principal short-term objective of main- 
taining some stability in prices through limiting exports 
and providing an orderly movement of coffee in interna- 
tional trade. 

Broader coverage 


The new agreement has a broader coverage than any of 
the previous coffee agreements. In addition to the Latin 
American producing countries, African producers are also 
participating. France and Portugal signed as full partici- 
pants on behalf of their overseas territories. The United 
Kingdom and Belgium, on behalf of their overseas terri- 
tories, indicated an intent to provide some limitation to 
exports. 

The new agreement is a fixed-export quota arrangement 
in contrast to the retention-type plan of the Latin Ameri- 
can Agreement. Under this plan, the 1959/60 export 
quota for signatory countries are equivalent to 90% of 
the largest annual exports during any of the past ten 
years. One provision, however, of the new agreement 
does permit countries with an exportable production of 
less than 2,000,000 bags to request the Board of Directors 
to readjust their quotas when the estimates of the U. S. 
Department of Agriculture indicate a justification for 
such an adjustment. Specifically, the quotas for such 
countries could be placed at 88% of the third or fourth 
U. S. Department of Agriculture estimate of the 1959/60 
exportable crop, instead of the “900” formula discussed 
abov os 

This agreement places considerable emphasis on taking 
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steps to achieve the long term objective of bringing world 
supplies more nearly in balance with requirements. This 
is the real heart of the coffee problem, one year agree- 
ments being only stopgaps or holding actions. 

The agreement likewise places emphasis on increasing 
consumption, including the development of new uses and 
additional markets for coffee. 


to get the youth market 
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teenagers are avid TV viewers. In addition, the film has 
been screened more than 6,500 times for non-TV audiences 
totalling close to 350,000—among them students and 
teachers in school classrooms and auditoriums. 

The NCA’s cartoon booklet, “The Magic Bean,” has 
also enjoyed healthly distribution among students and 
teachers. 

The most outstanding factor in the NCA’s public re- 
lations program directed at youth is its new booklet for 
teenagers, ‘Everybody Wonders,” which broke all circu- 
lation records at Scholastic Magazine when it was initially 
distributed to students with the'r publications. It is being 
supplied free of charge to teachers, parents, youth organi- 
zation officers and, of course, to the teenagers, and has a 
rapidly rising circulation of more than 1,300,000. Re- 
cently, 10,000 copies were requested by the national 
headquarters of the YMCA for the reading rooms of its 
chapters all over the nation. 

The format of “Everybody Wonders” is just right for 
teenagers. . .it is ‘soft sell’ on coffee and “hard sell” on 
activities and behavior directly affecting teenagers 
grooming, dating, studies, etc.—written in a light but 
dignified manner, without the offensive jargon and “look- 
ing down on " attitude often found in such business-spon- 
sored literature. 

Individual roasters can make use of their own and 
NCA-produced material effectively and to their own ad- 
vantage. However, too few do. One outstanding ex- 
ample is the Hafner Coffee Co., of Pittsburgh, which in- 
troduced its first advertised brand with an all-out cam- 
paign early this year and slanted part of the program at 
the youth market. “The Magic Cup” was shown at local 
high schools and the company tied in these screenings 
with the distribution of 10,000 copies of "Everybody 
Wonders.” NCA has purposely allowed sufhcient white 
space on the cover of the booklet for individual firms to 
imprint their brand names, slogans, etc., when they pur- 
chase quantities for distribution to tie-in with their own 
promotions. Any member of the coffee industry can ob- 
tain copies of the booklet—prices are scaled from 634¢ 
per unit for the first 250 copies down to 4¢ per unit for 
orders of 10,000 or more. 

So effective and outstanding are the NCA’s youth mar- 
ket activities that it was awarded the Student Marketing 
Institute “Key of Achievement’ for food and beverage 
firms at the Sixth Annual Student Market Clinic last May. 
According to the president of Hafner Coffee: “The Na- 
tional Coffee Association is doing an excellent job of turn- 
ing out the high-powered material we could never afford 
to produce. We simply take advantage of what they of- 
fer and apply their nationwide work to our local level.” 
Unfortunately, few coffee roasters follow Hafner’s lead. 


In the soft drink industry, however, individual com- 


JANUARY, 1960 





FAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Cone Gilt 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 


NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COFFEE AND SUGAR EXCHANGE 


CU @) 


MT 

















43 choice beans in every cup 


DECAF 


the dreamiest coffee 


THE NESTLE COMPANY, INC. 


WHITE PLAINS, NEW YORK 


World's most experienced makers of 
instant coffee and other quality products 


Nescafé and Decaf are registered trademarks of The Nestlé Company, Inc 











panies—Dr. Pepper, Pepsi-Cola, Coca-Cola, 7-Up, Hires, 

Royal Crown—are conducting extensive advertising, pro- 

G. ; motional and educational activities among teenagers. They 

etting your bearings advertise in all major youth media, sample class and social 

groups of teenagers, sponsor youth clubs, provide free dis- 

pensing machines and conduct contests. These promotion- 

the experience and know-how | a] activities are conducted on both nationwide and local 

of the West’s oldest name levels and have resulted in a high degree of brand and 

in international banking general soft-drink loyalty among teenagers, their organi- 
Wells Fargo. zation directors and parents and teachers. 


in foreign trade can be made 


easier and more pleasant with 


Since Clipper Ship days, What can the coffee industry do? Follow the 
our Foreign Department has six-point program described above—either on an industry- 
an unbroken tradition wide or individual roaster basis. Make use of literature, 
of helpful service. films, promotion ideas produced by the associations and 
continually be on the lookout for—and design—new 
items, contests, etc. But action is needed now. Tomor- 
row will be too late. 


Put it to work for you— 


dial SUtter 1-1500. 
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are happening which never happened betore. First, a 
major portion of the world’s coffee exports, including 
substantial African production, are now covered by a 


WELLS BFARGO BAN Ih market stabilization program designed to establish equi- 


MARKET AT MONTGOMERY ¢ MARKET AT GRANT AVENUE ¢ San Francisco 


librium between supply and demand. As has been demon- 
MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


strated in the past under the workings of the Latin Ameri- 
can Coffee Agreement, such an undertaking works to the 
benefit of all concerned—the producer, the coffee roaster 
and the consumer, 


Secondly, the International Coffee Agreement provides 
the vehicle for a long-held dream—the launching of an 
enlarged promotional program to increase coffee consump- 
tion. This will be operative not only in those consuming 
countries, such as the United States, which already have 
coffee promotion campaigns, but in markets which have 
enjoyed little or no promotion. This development also is 
heartening in that it marks a new era of cooperation by 
most of the major producers in attacking the vital problem 
of expanding the world market for our major commodity, 
prime earner of foreign exchange. 
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As a corollary to the International Coffee Agreement, 
which is short-term in nature, the world’s coffee producers 
and the major importing nations have united in an effort 
to seek solutions to long-range problems through the Cof- 
fee Study Group. Because of the vast proportions of the 
coffee trade in world commerce and its economic and 
social importance to many nations, it is imperative that 
year-to-year arrangements be supplanted by more perma- 
nent measures. 


There are still other noteworthy developments in the 
world of coffee—"happenings” which have been brought 
about by the condition of over-supply in which the pro- 
ducing countries have found themselves. 


MEMBERS: 
New York Coffee & Sugar 


Exchange, Inc. These concern the development of new markets. This 


activity is now being energetically pushed by many leaders 
of the world coffee industry and especially those in Latin 
America. 


National Coffee Association 


Green Coffee Association of 
New York City 


Oddly enough, one of these markets is right on our 
home ground—our own great and rapidly growing popu- 
lations. Purchasing power is rising among the great 
masses of these peoples, and the time is not far off when 
they will become substantial consumers. In a number 
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of Latin American countries, steps are now being taken 
to hasten this time. These include recent reductions in 
the price of roasted coffee for domestic use by as much as 
one-half and making available better quality coffee. Other 
countries are considering laws to prohibit coffee adultera- 
tion and are launching campaigns to teach proper brewing 
methods and to promote the coffee-break, 

The other new markets are at the opposite ends of the 
world and comprise the Vast Oriental populations and 
those behind the Iron Curtain, Trade missions have been 
exploring ways of gaining a foothold for coffee in these 
countries and of introducing them to our beverage, which 
has endeared itself to so many millions and has so much 
to offer. It is too early to predict the outcome of this 
missionary work but there are many who feel that the po- 
tential is great and the outlook highly optimistic. 


instant coffee "sizes up" 
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sumer surveys brought to light the interesting fact that most 
consumers, in fact, 98% of all the coffee drinkers re- 
searched, paid little or no attention to ‘aroma’ in the or- 
ganoleptic gratifications of a cup of coffee. 

The usage pattern on instant coffee has broadened to 
greater use for all occasions around the clock. More multi- 
cup users have switched to instant coffee. 

During the past “iced coffee’’ promotional period, instant 
coffee outperformed ground coffee, on percentage of related 
poundage used. Despite the fact that most of the iced 
coffee promotions featured ground coffee, the percentage of 


instant coffee used for iced coffee to total instant coffee | 


poundage was greater than the percentage of ground coffee 
used for iced coffee, related to total poundage of ground 
coffee consumed yearly. 


The decaffeinated instant coffees have stabilized as an 


important segment of the coffee business. The population 


age groups projected for the next ten years indicate solid | 
growth on this item. The geriatric groups are gravitating | 
toward instant that is decaffeinated. The youth market, | 


likewise, finds less social restriction and parental prejudice 
toward coffee that’s in instant decaffeinated form. 

The spectacular appearance of hundreds of new brands, 
which occurred during the past several years, no longer 


exists. Many of these brands have disappeared. Many | 


learned the hard way that there is no “quick buck’’ path, 
even in instant coffee, Many of these brands were born of 
nondescript product, presented in poor packaging, and 
touted on low price. Such brand marketers have learned 
that profits are made on how much you sell, and not how 
cheaply you buy. They have learned that the consumer can- 
not be comprised on quality. Although the consumer loves 
a bargain, she is sophisticated enough to know that it takes 
the right product, at the right price, to give her her money's 


worth. The “boy” brands have been shaken out by the | 


“men” brands, because the former failed to recognize the 
need for orderly marketing and sound promotional pro- 
gramming. 

Because sound competition builds healthy growth for an 
industry, the instant coffee future looks brighter for 1960. 


Staying abreast with the current trend to ‘giant economy 


size’ units of purchase, the big move on instant coffee is | 


on the big, big jar. 
Two recent research projects on product groups, including 
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coffee, sharpened the focus on the trend to bigness. 

The catch-phrase, “the big get bigger,’ is today an 
actuality on instant coffee brands. Until several years ago, 
the 6 oz. jar looked like the big thing for a long time. Then 
the economy 8 oz. jar pack was successfully launched by 
a store brand and successfully marketed by many regional 
brands. Now they are jumping in many places with 9 oz., 
10 oz. and 12 oz. sizes—on the shelf or about to be released. 
Our company is not only packing the complete range from 
2 oz, to 12 oz. jars—we're ready to roll with a 16 oz. pack! 

Of course. the trend to big, big sizes of instant coffee is 
convincing evidence that instant coffee is here to stay and 
is the preferred beverage of millions of families. Whether 
homemakers are swinging to 10 oz. and 12 oz. packs of 
instant coffee because of convenience, to cut down frequency 
of shopping trips, because of suburban living or larger 
families, the big package does confirm the fact that a lot 
of people are drinking a lot of instant coffee throughout 
the day. 

And, of course, the food store operator loves the big, 
big package. It produces a high unit of sale and more 
penny profits per unit. Today, instant coffee in the big, 
big, package offers the consumer the bess coffee value on the 
shelf. 

Instant coffee has grown to maturity as a prime beverage 
on the food store shelf . . . and in the home kitchen. 


vehicle for promotion 
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his first advertised brand. Another coffee company of- 
fered “Everybody Wonders” as a give-away on a spon- 
sored radio show. More than 2,500 written requests were 
received during the first week. The roaster’s ad agency 
used this correspondence to measure the geographic range 
of the roaster’s commercials, 

The costs to a coffee firm of a public relations pro- 
gram developed around ‘Everybody Wonders” are negli- 
gible. Any member of the coffee industry can obtain 
quantity copies of the booklet. Prices are scaled from 
634¢ per unit for the first 250 copies down to as low as 
i¢ per unit for orders of 10,000 or more. By offering 
copies to local high schools, the P.T.A., and youth clubs, 
a roaster performs a public service at the same time that 
his name brand, imprinted on each copy, gains familiarity. 

Millions of dollars are spent for coffee advertising 
yearly, for space and time in consumer publications and 
on radio and television, The dollars to distribute copies 
of “Everybody Wonders” are very small in comparison. 
However, this publication isn’t just an advertising hand- 
out, It will remain in the home for a greater length of 
time than most monthly magazines. 

“Looking Ahead” for coffee, it might be well for the in- 
dustry to plan to appeal to the segment of the popula- 
tion where the potential for increased consumption is 
greatest, namely the youth market. A glance outside our 
industry will reveal that there isn’t a single competitive 
beverage industry that hasn't been awankened to the 
strategy of winning these present and future consumers. 

As Robert M. Stelzer, president of the Student Market- 
ing Institute has said, “If you don’t get teenagers drink- 
ing coffee, and drinking it soon, you may lose them for- 


ever.” 
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quires a more drastic adjustment of current attitudes than 


the phenomenon which is occurring among this country’s | 


teenagers, 


From a total of 22,000,000 ten years ago, this popula- 
tion group has leaped to 30,000,000 today. Moreover, it’s | 
expected to soar to 41,000,000 ten years hence. And the | 
number of people in the next age bracket, those in their | 


twenties, will rise by a hefty 40% during the next decade. 


We don’t think that anyone will challenge our observa- | 
tion of six-years standing that very little is being done by | 
individual coffee roasters to influence our young people | 
over 15 years to get acquainted with coffee. The reasons | 
generally given are that coffee is bad for youngsters and | 


that their parents would object to advertising which 
motivates teenagers toward the beverage. 
any surveys of parental attitudes or medical opinion which 
support such reasoning, we would be extremely interested 


in hearing about them. Unfortunately, the allocation of | 
millions of coffee advertising dollars is being influenced | 


by what seems to be little more than outmoded notions. 

As everyone knows by now, the National Coffee As- 
sociation has been championing the cause of promoting 
coffee to the youth market since way back in 1953. Our 
public relations programs, year after year, have included 
projects to carry the story of coffee into the classroom and 
club auditorium. In addition to the wide distribution of 
“The Magic Cup,” our publications slanted toward the 
teenager in the last three years have reached a total circu- 
lation in excess of 3,000,000 copies. 

Our booklet, “The Magic Bean,” tells simply, in car- 
toon-illustrated format, the history, romance and salient 
facts about coffee. And our latest publication, ‘Everybody 


Wonders,” actually and boldly urges these boys and girls | 


to make coffee-drinking a part of their everyday lives. In 
short, at least 10,000,000 parents, teachers, clergymen, doc- 


tors and teenagers have been made well aware, over the | 
past six years, that the National Coffee Association is | 


promoting coffee-drinking among the nation’s youth. And 
how many have protested ? None! 

There are at least two surveys which disclose that most 
parents do not object to their children 15 years and over 
drinking coffee. The association has on file in its office 
several thousand letters and cards which prove that teachers 
and clergymen not only accept but even request printed ma- 
terial which includes direct coffee promotion. And how 
many publications for young people can you find which do 
not carry at least one advertisement for soft drinks contain- 
ing caffeine? 

We have stressed the opportunities in the youth market 
here only because they seem to be the most sadly neglected 
by the coffee industry. There are, of course, opportunities 
for expanded sales in coffee's traditional principal markets 
the home and the public eating place. But these, actually 
are only marketp/aces, and they will be inhabited by more 
and more teenagers—an average of 1,000,000 more each 
year for the next ten years. 

As ‘Coffee Looks Ahead’ to all the changes which the 
population analysts, the economists, and the technicians are 
forecasting, there are many ways in which the National Cof- 
fee Association can continue to be of service to the industry. 
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LOPEZ & MANGUAL 


Established in 1925 


COFFEE IMPORTERS 


MEMBER OF 


NEA 


Colombians 
Maracaibos 


Washed Cucutas 


135 FRONT STREET 
New York 








KONA COFFEE COOPERATIVE 
ASSOCIATION 


P.O. Box 55 Holualoa, Hawaii 


| 
! 
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“IMUA" 


Cable Address: KOPE 


Phones: 244963 Mill Phone 242534 











GREENE TRADING CO., INC. 


Agents for African Shippers 
60 Wall St. New York 5, N. Y. 


Cable: ANSERINE 


Representing 


MITCHELL COTTS & CO. (RED SEA) LTD. 
Shippers of Ethiopian Coffees 














Coffee 


Agents for reliable Shippers in 
Producing Countries 


Specializing in 
BRAZILS 


COLOMBIANS 
VENEZUELANS 


Byrne, Delay & Co. 


Cable Address: 
“VICAFE" 


302 Magazine St. 
New Orleans 12, La. 


104 Front Street 
New York 5, N. Y. 











DUPUY 
STORAGE & FORWARDING CORP. 


GENERAL FORWARDING AGENTS 
DRAYAGE 
CARGO SUPERVISION 


WAREHOUSING 
New Orleans, La. 


WEIGHING 
2601 Decatur Street 








Societe Commerciale Anversoise & 
Societe Belge d’Extreme-Orient Reunies 
‘““SOCOMABEL’’ 


Societe Anonyme 
Established 1898 
29, Meistraat — Antwerp 
Cable: SOCOMABEL Antwerp 


COFFEE 


Exporters of Belgian Congo coffees: 
Robusta — Ociru — Kivu 
Importers of coffee from 
Brazil — Central America — Indonesia — Africa 


TEA 


Teas from the Belgian Congo, Indonesia and other origins. 
Organizers of tea-auctions in Antwerp. 


Sans Santa Claus suit and sans crystal ball, our special com- 
mittee will maintain their vigilance over any and all events 
which can influence the word coffee trade. Whether in the 
field of foreign commodity affairs, the study of domestic cof- 
fee problems, or the realm of public relations (we'll con- 
tinue to ‘mind our business.”’ The coffee business, that is. 
the "big jump" into solubles 
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equipment, as well as in the start-up of the plant and the 
training of the operators. The well-rounded equipment 
manufacturer not only has able design engineers on his 
staff but men actually versed in the operation of soluble 
coffee plants. There is no substitute for actual operating 
experience, and this can be available to anyone desiring 
to go into the soluble coffee field. 

In addition, considerable assistance can be given in the 
selection of key personnel and in their training. Today, 
with key men of proven experience available, the operation 
of a soluble plant need no longer be an adventure into the 
unknown. 

Further assurance to the new soluble coffee manufacturer 
is available in the form of pilot plant equipment, both ex- 
tractors and spray dryers. Here formulations can be de- 
veloped and tested for aroma and flavor and the proper 
blend of coffee selected for the particular market. 

And so, the soluble coffee manufacturer becomes again 
primarily a merchandiser. The selection of the blend, the 
appearance of the package and the merchandising methods 
become of vital importance in the success of the enterprise. 
The equipment manufacturer has made the “big jump’ into 
a ‘little hop,” 


using aroma impact fo sell coffee 
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a button, she knows that action is going to take place; she 
is prepared for action; she expects it. 

This latest self-service mill will not operate unless the 
empty bag is in receiving position. Putting the bag in 
place does not, however, start the mill. When the bag 
is taken away from the mill, it stops. Pushing the button 
without a bag in place will not start the mill. 

This feature, plus attractive appearance, plus showing 
the available grinds in front, and not on the side of the 
mill, so that they are in full view of the customer, plus 
illustrating and describing each grind and the brewer to 
which it is best suited—all these insure foolproof self- 
service operation, It makes this time-proven best method 
for merchandising coffee just 100% mistake-proof. 


what's happening is good 
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strates one thing to us—the great concern being demon- 
strated to provide the consumer with a quality brew. 

Beyond that, the roaster is keenly interested in bzing 
posted on the latest developments and how he may use 
them. It is the field man’s function to explain and assist 
him in this connection. It is also the field man’s function 
to work closely with the other agencies which are interes- 
ted in coffee. 

On the basis of our experience and information, there 
are many things happening to coffee—and what is hap- 
pening is good. 
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help restaurants promote coffee 
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great values of the Golden Cup Contest is that it jars 
these people out of their apathy. More important, it com- 
pels them to focus anew on the factors that assure suc- 
cess—a good blend, correct roast and grind, clean equip- 
ment, boiling water, and 185° to 190° holding tempera- 
ture. 

In other words, good coffee results from faithful and 
consistent attention to details. Keeping operators aware 
of this for the period of the contest can be a major ac- 
complishment. Perhaps some of this may also rub off 
on other phases of the restaurant business and raise the 
standards of performance all around. 

Another useful factor is that, in this contest, the brewed 
coffee is evaluated by objective criteria, The percent of 
extracted solids in the brewed solution is the measure of 
quality. Until this technique was devised, judging coffee 
was primarily subjective. Subjective methods are tricky 
because judgements are based on taste, sight, smell, color, 
texture and other related factors. With extracted solids 
as a guide, brewing good coffee can be duplicated per- 
fectly every time. 

A question may be raised in some minds whether all 
of this promotional effort is worthwhile. We are con- 
vinced that it is for two very good reasons: (1) the 
volume of eating away from home continues to grow; 
(2) habits and judgements acquired in eating out are 
carried back to the home kitchen and dining room. 


$17 billion market 


The public feeding market of $17 billion is destined to 
exceed $35 billion by 1975—or double in size. We are a 
nation of over 175 million people now and the Census 
Bureau tells us that this figure will reach 220 million 
by 1957. Thus, while population is increasing 28%, the 
volume of restaurant and institutional sales will increase 
100%. The key to this difference is found in the amount 
of disposable income available to American families. In 
fact, the rise in away-from-home eating is directly cor- 
related with the increase in disposable income. 

Stated another way, $1.00 out of every $4.00 that con- 
sumers spend for food is rung up on the cash register 
of a restaurant, hotel, employee cafeteria, hospital, club 
or other public eating place. This proportion will con- 
tinue to grow in favor of away-from-home eating. So the 
roaster who is concentrating in the institutional field can 
afford extra promotional effort in this dynamic market. 
The roaster who sells to both cannot neglect restaurants, 
if he hopes to hold his share of the total market. 

A few restaurant and hotel operators promote their 
coffee service now. However, we find that those who do 
generated their own ideas and initiative, Roasters have 
not been especially aggressive in taking advantage of pro- 
motional opportunities. Why this has prevailed is not as 
important as deciding now to help customers brew good 
coffee and promote it aggressively. 

As a refresher, some of the ideas that have been proved 
successful are listed below: 

Issue coupons for free cup of coffee. Manning's has been 
very successful in getting local merchants to give out 
coupons, each of which can be exhanged for a cup of 
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BELGIAN CONGO'S COFFEES 


KIVU ARABICA and 
CONGO ROBUSTA 


Official types with constant characteristics 
in green, roast and cup. 


Comptoir de Vente 
des Cafés du Congo 


“CAFECONGO” 


Co-operative Society 


MANAGEMENT 


106, rue Belliard 


HEAD OFFICE 


Forescom Building 
P. O. Box 356 BRUSSELS 4 


LEOPOLDVILLE Belgium 
Belgian Congo Telex: No. 268 
Telex: No. 51 Cafecongo Brux. 


Cafecongo Leo 


Cables: CAFCONGO 








Maximo Stahl & Cia. Sucesores 


Established 1896 
Cable Address "MASTAHL" all Codes 


Head Office: GUATEMALA CITY 
Branches: COATEPEQUE, ESCUINTLA 
RETALHULEU 


General Agents 


RETALHULEU COFFEE COMPANY 


Coffee Exporters 











~ CAPTAIN COOK COFFEE CO., we 


CAPTAIN COOK 
HAWAII 
MILLERS & EXPORTERS OF GREEN 
KONA COFFEE 


Manila Agents 
CONNELL BROS. COMPANY 
Wilson Building 
Manila, P. |. 


San Francisco Agents 


E. A. JOHNSON & CO. 
166 California St. 
San Francisco II, Calif. 











America’s best-selling coffees 
in each field come from 


MAXWEL 


PRODUCTS 
OF 
GENERAL 
FOODS 





INSTANT 


DECAFFEINATED 
MEMBER OF 


MAXWELL HOUSE #7) WEA 
Ww Division of General Foods 











R. Markey & Sons Ine. 


Established 1863 


o 
95 FRONT STREET 
NEW YORK CITY 5 
e 
CERTIFIED WEIGHERS 
INSPECTORS, SAMPLERS 
AND SUPERVISORS 








L. A. CHAMPON & CO., INC. 


Established 1930 
COFFEE AGENTS & BROKERS 


AFRICANS 


Also 
Agents for Vanilla Beans, Spices, Essential Oils 


HEAD OFFICE 

303 West 42nd St. 
New York 36, N. Y. 
Tel: PL 7-2380 


COFFEE DIV. 

80 Wall Street 
New York 5, N. Y. 
Tel: WH 4-4095 


TWX: NY-13420 
Cable: LACHA 





coffee in any Manning restaurant. The name of the 
merchant is imprinted on the coupon. 

Brag about coffee quality. One of the easiest promotional 
efforts is to boast about the quality of the coffee, care in 
brewing, attention to temperatures, etc., and do this in a 
spotlight on the menu and in all advertising. 

Feature the brand of coffee. Even if the brand is not 
sold to consumers, the fact that the restaurant operator is 
proud enough to feature it makes it impressive. 

Build advertising and displays around the Golden Cup 
Award. Hillaire’s in Portland, Oregon, ran a very effective 
newspaper campaign, Zinn Diners, Thorndale, Pa., with 
the cooperation of their coffee supplier, built displays of 
coffee around the award and featured it on coffee coasters 
and in newspaper advertising. Greyhound Post Houses, on 
the West Coast, went all-out in all their promotion and in- 
creased coffee sales by 603,000 cups during the first four 
months. 

Sell freshly roasted coffee to take home, and grind it to 
order. Many consumers have a real yen for freshly roasted 
and ground coffee, and not only are willing to pay a 
premium but will literally drive miles to get it. 

Serve 1-1/2 to 2 cups in a pot or hottle. Coffee drinkers 
appreciate that second cup dividend even when they realize 
that they are paying for it. 

Conceal a fan over the brew.ng equipment and circulate 
coffee aroma. The appetite-stimulating power of rich coffee 
aroma builds a bigger buying mood. 

Regardless of the methods of promotion, roasters and 
distributors who get their customers to feature coffee will 
not only help them increase sales but build coffee volume 


as well, 


instant coffee processing 
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COFFEE & 


Packaging and distribution 

Moves to reduce packaging costs have been evidenced 
for some time in the steps taken by various manufacturers 
to increase the size of the jar to eight and ten ounces, This 
has brought on a new necessity, the need for an old fash- 
ioned, long handled ice cream soda spoon to get to the 
bottom of the jar. With packaging materials costing 
about two cents an ounce for the two ounce size, compared 
to one cent per ounce for the six ounce size, it was 
obvious that the two ounce must gradually disappear. 

Distribution costs continue to increase, and there is no 
indication that freight and trucking costs will not continue 
to increase. What, then, can be done to reduce these costs ? 
Faced with a situation where the average shipping weight 
in glass runs between 300 and 325 Ibs. per 100 Ibs. of 
product, the obvious answer is to reduce “in glass” ship 
ments to a minimum, This leads to the suggestion that 
we will see the establishment, by the larger processors, of 
packaging departments in their main distribution ware- 
houses with shipment of powder in bulk to these loca- 
tions. The roaster who now purchases a private label 
instant should examine the economics of receiving powder 
in bulk and doing his own packaging. 

If the instant coffee industry continues in the future as 
it has in the past, we can be certain of one thing and that 
is, there will be changes. If I were a glass supplier ,I think 
I would be worried, because except for the coffee bean, 
the glass container has been about the most constant thing 
connected with instant coffee. 
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Facts about world coffee 
to be dug up in most 
comprehensive study yet 


The most comprehensive study 
ever undertaken of the world coffee 
industry and its prospects during the 
next decade has been authorized by 
Study Group, under the chairman- 
ship of Walter Moreira Salles, Bra- 
zilian Ambassador to the United 
States. 

Dr. James E. Wood, Director of 
Research of the Pan-American Cof- 
fee Bureau, has been named techni- 
cal coordinator. He will work in 
close cooperation on the study with 
the chairman of the committee, and 
also with the secretary general of 
the Coffee Study Group and of the 
International Coffee Agreement, Dr. 
Joao Oliveira Santos, 


The project is visualized as a co- 
operative effort, covering many dif- | 


ferent phases of coffee, which will 
call on the facilities of various or- 
ganizations in the  field—private, 
governmental and international. 

It is hoped that most, if not all, of 
the work will be completed by early 
summer, to serve as a basis for dis- 
cussion and negotiation of an ex- 
tenion of the present International 
Coffee Agreement, which 
September 30th, 1960. 

Among the proposed areas to be 
covered by the survey are: the place 
of coffee in international trade; the 
importance of coffee in the national 
economies of the producing coun- 
tries, including the size of coffee 
plantings, the number of people di- 
rectly and indirectly engaged, the 
investment in coffee, its contribution 
to national incomes, both from taxes 
foreign ex- 


expires 


and as an earner of 
change, and the extent of govern- 
mental controls over production. 
Also covered will be the scope of 
the coffee importing 
countries, including 
and capital investment, value of ex- 
ports to coffee producing countries, 
and the economic stake of the im- 
porting countries in the world coffee 
industry; the trend of world cof- 
fee production in the light of new 


industry in 
employment 


agricultural developments and new 
strains; the trend in world coffee 
consumption, including potential in- 
crease in consumption as the result 
of worldwide promotion; an analysis 
of international coffee agreements 
and their effects; and finally, an ex- 
amination of the relationship be- 
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tween production and consumption 
over the next ten years or more. 

The countries represented on 
Committee No. 1 are Belgium, Bra- 
zil, Colombia, Costa Rica, El Salva- 
dor, France, West Germany, Italy, 
Mexico, Portugal, the United King- 
dom and the United States. 


Quinn named v.p. by Bowen 
Joseph J. Quinn, Jr., has been pro- 
moted to the post of vice president 
of Bowen Engineering, Inc., North 
Branch, N. J., it was announced by 


Ralph T. Reeve, president of the 
spray drying engineering firm. 

Mr. Quinn joined Bowen in 1952. 
In April, 1958, he became sales man- 
ager. He will continue to hold that 
post. 

Before joining Bowen, Mr. Quinn 
was chief engineer of Quinn Brothers, 
Inc., an engineering and metal fabri- 
cating firm. He also taught engineer- 
ing courses at Villanova. 

Prior to this, he served in several 
key industrial and governmental posts, 
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NATIONAL TEA Co. 


OSBY STREET 


CHICAGO 6O. ILLINOIS 


Fr. Hesser 
Machinenfabrik, A.C. 
Stuttgard 
Bad Connstatt 
West Germany 


Gentlemen: 


September 23 


We have had our Hesser Coffee Bagging Machine for the past 
twenty-three years and up to this time I can truthfully state that 
of all the equipment I have maintained I have had the least amount 
of breakdowns and maintenance problems on your coffee bagging machine. 


Due to modern changes we may, in the near future, be in the 
market for another coffee bagging machine and | feel that since we have 
had such success with the Hesser machine, we would not consider any 


other machine in the coffee line, 


Yours very truly, 


NATIONAL TEA COMPANY 


rz) 
W. C, Drews 
Engineering Department 
- 


N ay 
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made, filled and closed 


on fully automatic 


Represented by: 
Geveke, New York 

Packaging Equipment, Toronto 
Diederichs & Griffin Co., Chicago/lIIl. 


Wagner, Dallas 


Hale, San Francisco, Los Angeles, Seattle 


Anahuac, Hugo Schoener, Mexico City 
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Butter-Nut Coffee again 
gives Christmas toys to 
needy children 

The 23rd year of the “Butter-Nut 
Coffee Christmas Club” saw gifts go 


ing to more than 20,000 youngsters 
in orphanages or charitabily-main- 


tained homes 

The company set a cash value for 
each Butter-Nut Coffee strip and label 
ind put the cash equivalent in_ the 


SAN FRANCISCO 





‘Butter-Nut Coffee Chrismas Club” 
fund, Butter-Nut Coffee ads early 
in November urged consumers in its 
16-state marketing area (13 in the 
Midwest, plus Southern California, 
Arizona and Nevada) to help make 
1959 a record year for the charitable 
operation. Newspapers, radio and 
TV were used. 

In 1958 more than 35,000 toys 
were given to more than 20,000 
youngsters, raising the total since the 
1937 beginning of the club to more 


than 500,000 toys going to young- 


...where 18 miles of deepwater 
berthing space enables ships to 
dock without delay, load or land your 


cargo faster! 


Write today for a free copy of the Port's unique 1958 OCEAN SHIPPING HANDBOOK — 44 pages, 
over 80 photos! Address: SAN FRANCISCO PORT AUTHORITY, Ferry Building, San Francisco 6 


COFrree  & TEA 


INDUSTRIES and The 


sters in over 300 institutions. 

To qualify for the gift program, 
orphanages and children’s home in 
Butter-Nut’s distribution area must 
rely primarily on charity. 

Paxton & Gallagher ,Omaha, pack- 
ers of Butter-Nut Coffee, places its 
orders for toys on the basis of the 
estimated number of key strips and 
jar labels expected. When the final 
count comes in, last-minute adjust- 
ments are made. This is easily done, 
it was pointed out, since the com- 
pany is a large wholesaler of chil- 
dren's toys itself, 


Do people like honest coffee 
drive? Booklet shows 


public response 


How is the public responding to 
the Pan-American Coffee Bureau's 
League of Honest Coffee Lovers 
campaign ? 

Unsolicited letters indicate that “a 
great many people—more, perhaps, 
than the industry realized—resent 
weak, watered-down coffee,” Bureau 
Manager Charles G. Lindsay de- 
clared recently. 

“They want more coffee in their 
coffee, and they're ready to fight for 
it. 

A collection of comments from the 
unsolicited letters has been made 
available by the Bureau in a little 
booklet called ‘The Trumpet Call.” 


Mennen runs coffee tie-in 


Starting January 15th, the Men- 
nen Co. is offering consumers 50¢ 
cash off every purchase of coffee 
when proof-of-purchase is mailed in 
from either of two mennen products 
and from the coffee container—can 
or bag, regular or instant, national- 
ly advertised or private label, 

The Mennen products are Skin 
Bracer, an after shave lotion, and 
Sof’ Stroke, an aerated shave cream. 

Stores may feature as many brands 
as they like and stage the promo- 
tion whenever they choose. 


Victor coffee to new ad agency 
Harold Cabot & Co., Inc., Boston, 


| has been appointed its advertising 
| agency by The Martin L. Hall Co., 


packers of Victor Coffee and Tea, it 
was announced by Edward F. Chase, 


| agency president. 


An immediate regional advertis- 


Flavor Field 





ing campaign has been set for all 
products employing one of the larg- 
est four-color newspaper schedules 
ever to appear in the Greater Boston 
marketing area. The campaign will 
continue through 1960. 


“Deal activity” by coffee brands 
seen on increase in 1959 


Coffee was among the food items 
which rated above average in “deal 
activity’ during the first nine 
months of 1959, according to a re- 
port by the Market Research Corp. 
of America. 

The report disclosed that deal ac- 
tivity in the group which includes 
coffee increased by 23.6% over the 
first nine months of 1958. 

For the purposes of the survey, 
a deal transaction is ‘when the pro- 
duct moves into consumer hands via 
some sort of price inducement—such 
as coupon offers, factory packs with 
cents-off the package, multiple packs 
with cents-off, or a free package, in- 
package premiums, samples, or in- 
store specials.” 


Duncans buy back control of 


firm from Otis, McAllister 


Charles W. Duncan, Jr., and John 
H. Duncan have acquired a controlling 
interest in the Duncan Coffee Co., 
Houston, Texas, from Otis, McAllister 
& Co., San Francisco, it was reported 
last month. 

While the price was not divulged, 
the deal was estimated to involve ap- 
proximately $9,000,000, The Houston 
Chronicle reported. 

Charles Duncan, who has served as 
president of the Duncan Coffee Co 
since 1957, will continue in that capa- 
city. 

His brother, John H. Duncan, re- 
cently was elected president of the 
Gulf and Western Corp., a leading 
Southwestern distributor of automotive 
accessories, parts and appliances. 

The Duncan Coffee Co., one of the 
South’s largest food product manufac- 
turers and said to be the third largest 
independent coffee roaster in the na- 
tion, distributes Maryland Club and 
Admiration coffees in a 12-state area. 

It is planning further expansion of 
distribution in the near future. 

Founded in Houston in 1918, the 
company was sold to Otis, McAllister 
& Co. in August, 1957, following the 
death of Herschel M. Duncan. 
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The company recently announced 
plans for construction of a new $3,- 
000,000 plant to be built on a 26- 
acre tract near the Katy Road-Post 
Oak Road intersection. 

The brothers themselves control 
more than 50% ownership in the 
company. Associates own considerable 
stock. 


Yuban Instant Coffee 


goes national 
The Maxwell House Division of 
General Foods has added an instant 


blend to its ultra-sswank Yuban coffee 
and will market it nationally. 

The new instant was test-marketed 
in San Francisco, northern California, 
Los Angeles, San Diego, Columbus 
and Syracuse. 

Full-color ROP newspaper ads in- 
troduced the product in test areas and 
sample 2-oz. jars were distributed 
door-to-door. 

Northern California distribution 
largest test market of the five—in- 
cluded 1,000,000 samples reaching 
80% of the homes, from San Fran- 
cisco to the Oregon border. 
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Self-Closing 
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Model W-3 
Water Boiler 
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Model PN-3 
Integral Draw- 
Off Faucet 
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OMLINSON NO-DRIP FAUCET COMPANY 
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Crops and countries 





Brazil, Soviet Union sign 
trade pact; mainly coffee 


Brazil and the Soviet Union have 
signed a trade pact calling for the ex- 
hange of more than $200,000,000 
worth of goods in three years 

It was the first trade pact between 
the two countries 

Brazil's major export to the Soviet 
Union will be coffee. During 1960, 
she is to ship $17,000,000 worth of 


coffee, out of a total of $25,000,000 
worth of goods. 

A joint communiqué said Brazil 
would take Soviet goods of an equal 
value. Oil, oil derivatives and oil in- 
dustry machinery are to make up about 
80% of the total. Brazil will also 
buy 150,000 tons of Soviet wheat. 


Colombia sets up agency to 
develop new foreign markets 


Colombia has set up a special Im- 
ports Compensation Office to develop 


all the world ‘‘talks it over’ 


... Ver Coffee! 


It's a source of satisfaction to work with an industry whose product 
gives so much pleasure to so many people. Coffee, the universal 
favorite, is a mighty important cargo to LYKES. Serving the needs 
of coffee exporters and importers is a specialized job calling for 
experience, modern shipping, fast loading and unloading facilities. 
Talk over'’ your shipping problems with your LYKES representative 
—over coffee of course! 


LYKES TRADE ROUTES 
U. K. Line 
Continent Line 
Mediterranean Line 


Africa Line 
Caribbean Line 

Orient Line 
Cargoliners of the Lykes fleet provide frequent, dependable sailings to 
and from U. S. Gulf Ports, strategic gateways for coffee growers and 


processors. 
Limited Passenger Accommodations 


Pe ye ae : an 
Lykes Bros. Steamship Co., Inc. 


Offices at: NEW ORLEANS, HOUSTON, GALVESTON, NEW YORK, 
Beaumont, Brownsville, Chicago, Corpus Christi, Dallas, Kansas City, Loke 
Charles, Memphis, Mobile, Port Arthur, St. Louis, Tampa, Washington, D. C. 


new foreign markets for Colombian 
products—especially coffee. 

The office is part of the National 
Superintendency of Imports. A four- 
man board will consist of representa- 
tives of the Ministry of Foreign Af- 
fairs, Ministry of Development, Cen- 
tral Bank and the Coffee Federation. 


Mexico City restaurant is first 
foreign winner of Golden Cup 


A Mexico City motel, restaurant and 
catering firm has become the first pub- 
lic feeder outside the United States 
to win the Golden Cup trophy award- 
ed by The Coffee Brewing Institute 
to establishments achieving the high- 
est standard of coffee beverage ex- 
cellence. 

Announcement of the award was 
made by Eugene G. Laughery, CBI 
president, who presented the trophy to 
James J. Shirley, Jr., and Jerry Breen, 
owner and manager respectively of 
Shirley Courts. 

Shirley Courts operates a motel 
which caters to American tourists. In 
conjunction with this venture, it also 
Operates a restaurant whose clientele 
is 75% Mexican. The Chef-Aire oper- 
ation, under the same management, 
provides planes of the Mexican di- 
visions of American Airlines, Western 
Airlines and Taca Airlines with all the 
food and coffee served aloft. 


Belgian Line elects executives 

Election of top officers has been 
announced by Emile Heyrman, presi- 
dent and managing director of the 
Belgian Line, Inc. 

Eric de Spirlet was named vice 
president, John T. Cassidy vice presi- 
dent in charge of sales promotion 
and advertising, Daniel du Bois as- 
sistant vice president in charge of 
ship operations. 

The Belgian Line is North Ameri- 
can representative for the Compagnie 
Maritime Belge S.A. and the Com- 
pagnie Maritime Congolaise, which 
operate services between the U. S., 
South America, Africa, the Persian 
Gulf and Europe. 

Negotiations are underway with the 
New York City Department of Marine 
& Aviation for new Belgian Line piers 
on the East River, between Gouverneur 
Lane and Pike Slip. The new piers will 
cost about $10,000,000. They will 
provide marginal wharf berthing faci- 
lities for four ocean-going vessels at 


OFFICES AND AGENTS IN PRINCIPAL WORLD PORTS | the same time. 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 
schedule. 


Abbreviations for lines 

Ahbl Trans Car—Ahlmann Trans Carib- 
bean Line 

Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Af-Pac—African Pacific Line 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Arg-State—Argentine State Line 
Am-W Afr—American-W est African Line 
B-Afr—Belgian African Line 
Barb-W/n—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-W est African Line 
Baron—Baron Ino Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 
Carib—Caribbean Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co. 
Farrell—Farrell Lines 
Grace—Grace Line 
Granco—Grancolombiana (New York), Inc. 


Gulf—Gulf & South American Steamship Co., Inc 


SAILS SHIP 


ABIDJAN 


Del Alba Delta N01/25 
Afr Glade Farrell NY1/28 
Owerti Eld-Dem Ba2/5 

Afr Dawn Farrell NY2/11 
Del Aires Delta N02/12 
Bakala Bi-Dia NY2/18 
Afr Glen Farrell NY2/23 
18 Del Santos Delta N03/4 

24 Afr Sun Farrell NY3/12 
‘2 Bandana BI-Dia NY3/19 
12 Del Alba Delta N03/27 
17 Afr Grove Farrell NY4/3 

30 Afr Glade Farrell NY4/16 
31 Del Aires Delta N04/15 


[1 
oO 
~ 


NN ee 
RQunw 
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ACAJUTLA 
1/25 Brattingsborg UFruit 


AMAPALA 


1/21 Texita UF ruit Cr?1/26 


ANGRA dos REIS 


1/13 Mars SCross 
1/14 Del Rio Delta 
1/17 Nordanger 
1/20 Cap Bonavista Col 


NO2/1 Ho2/5 


JANUARY, 1960 


NY1/29 Bo2/1 Pa2/3 Ba2/4 Nf2/5 


Wes-Lar LA2/14 SF2/17 Po2/23 Se2/25 Va2/28 
NY2/3 Bo2/5 Pa2/8 Ba2/9 


mn Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


GW A—Gulf West Africa Line 
Hellenic—Hellentc Lines Ltd. 
Hansa—Hansa Line 


Hoegh—Hoegh Lines 





Hol-Int—Holand-Interamerica Line 
Independence- -\Independence Line 


lsthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 


K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Ine. 


Lloyd—Lloyd Brastleiro 
Lykes—Lykes Lines 
Maersk—Maersk Line 
Mam—Mamentic Line 
Nedlleyd—Nedlloyd Line 


Nopal—Northern Pan-American Line 


Norton—Norton Line 


PacFar—Pacific Far East Line, Inc. 


Pac-Rep—Pacific Republics Line 


PacTrans—Pacific Transport Lines, Inc. 


Pioneer—American Pioneer Line 


PTL—Pacific Transport Lines, Inc. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 


Scindia—Scindia Steam Navigation Co., Ltd. 


SCross—Southern Cross Line 


Sev-Stars—Seven Stars (Africa) Line 
Swed-Am—Swedish American Line 


Torm—Torm Lines 
UFruit—United Fruit Co. 


W es-Lar—W estfal Larsen Co. Line 


Y amashita—Y amashita Line 


COFFEE BERTHS 


SAILS SHIP 


Mormacswan 
Salta 

Del Sol 
Mormacsea 
Del Valle 
Mormacreed 
Mormacdove 
Del Oro 
Para 


BARRIOS 


Arctic Tern 
A vessel 
Box Hill 
dytte Skou 
Flynderborg 
Christiane 
Arctic Gull 
Leith Hill 
Arctic Tern 
Box Hill 
Jytte Skou 
Christiane 
Arctic Gull 
Leith Hill 
Arctic Tern 
Box Hill 
dytte Skou 
Christiane 
Arctic Gull 


WWNNNN NN DN DN DO Ree Ree eH ee 


LINE 


Am-Rep 
SCross 
Delta 
Am- Rep 
Delta 
Am-Rep 
Am-Rep 
Delta 
SCross 


UFruit 
Carib 

UFruit 
UFruit 
Carib 

UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UF rit 
UF ruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UF uit 
UF ruit 
UF ruit 


Abbreviations for ports 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Healifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
M/—Montreal 

Mo —Mobile 
NO—New Orleans 
NY—New York 
Nf -Norfolk 
NN—Newport News 
Pa- ~faernpere 
Po—Portlan 
PS—Puget Sound 
Sa—Savannah 
§D—San Diego 
SF—San Francisco 
Se—Seattle 

St. Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


DUE 


Ba2/8 Pa2/10 NY2/11 Bo2/14 Ha2/16 

NY2/8 Bo2/11 Pa2/13 Ba2/14 Nf2/15 

N02/15 Ho2/19 

Jx2/15 NY2/19 Bo2/22 Pa2/24 Ba2/25 Nf2/26 
N02/22 Ho2/26 

Jx2/29 NY3/3 Bo3/6 Pa3/8 Ba3/9 Nf3/10 
NY2/22 Bo2/25 Pa2/27 Ba2/29 Nf3/1 

N03/7 Ho3/11 

NY3/7 Bo3/10 Pa3/12 Ba3/13 Nf3/14 


NY1/17 

Pal/19 NY1/21 
Hol/21 NO1/24 
NY1/24 

Pal/26 NY1/28 
Hol/27 NO1/29 
NY2/1 

Ho2/3 N02/5 
NY2/8 

Ho2/10 N0O2/12 
NY2/15 

Ho2/17 N02/19 
NY2/22 

Ho2/24 N02/26 
NY2/29 

Ho3/2 N03/4 
NY3/7 

Ho3/9 NO3/11 
NY3/14 





SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


27 —~Box Hill UF ruit Ho3/2 N03/4 
dytte Skou UFruit NY3/7 
Christiane UF ruit Ho3/9 NO3/11 
Arctic Gull UF ruit NY3/14 
Leith Hill UFruit Ho3/16 NO3/18 
Arctic Tern UFruit NY3/21 
Box Hill UF ruit Ho3/23 N03/25 
Jytte Skou UFruit NY3/28 


310 Leith Hil UFruit Ho3/16 NO3/18 

3/14 Arctic Tern UFruit NY3/21 

3/17 Box Hill UF ruit Ho3/23 NO3/25 
dytte Skou UFruit NY3/28 


ww Ww Www Ww 


S<NAVENTURA 
Nia Granco LA1/21 SF1/25 Va2/5 

Santa Elisa Grace NY1/20 Bal/23 

Cd. de Pasto. Granco Bal /21 Pal/22 NY1/24 CRISTOBAL 

Banker Gulf Hol/23 NO1/27 1/31 Brattingsborg UFruit 

Cd. de Medeliin Granco Hol/25 NO1/27 

Santa Juana Grace LA1/26 SF1/28 PS2/2 

Ravanger Granco Hal/28 Bol/30 

Santa Ine Grace NY1/27 Bal/30 DAR es SALAAM 

Cart’gna de 22 Lombok Nediloyd NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4/2 
Ind's Granco Bal/28 Pal/29 NY1/31 24 Afr Star Farrel! Bo2/22 NY2/24 

Santa Cecilia Grace NY2/2 26 Arna Af-Pac LA3/11 SF3/14 Po3/18 Se3/21 Va3/23 

Farmer Gulf Ho2/4 N02/8 8 Sarangan Nedlloyd NY3/13 LA3/31 SF4/4 Se4/14 Va4/18 
Grey Master Granco  LA2/9 SF2/13 Va2/24 13. Francois Af-Pac LA3/28 SF3/31 Po4/4 Se4/7 Va4/9 
20 Afr Rainbow Farrell Bo3/23 NY3/25 

27 Lawak Nedlloyd NY3/31 LA4/18 SF4/22 Po4/27 Se5/2 Va5/6 
Afr Pilot Farrel! Bo4/10 NY4/12 
Afr Planet Farrell Bo5/3 NY5/5 
Afr Moon Farrell Bo5/14 NY5/16 
Afr Star Farell Bo6/11 NY6/13 


CORTES 
Arctic Tern UFruit NY1/17 
A vessel Carib NY1/19 Hol/21 
Box Hill UFruit Hol/21 NO1/24 
Jytte Skou UFruit NY1/24 
Flynderborg Carib Pal/26 NY1/28 DJIBOUTI 
— cya Hol 27 NO1/29 2/1 ~~ Lombok Nediloyd NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4/2 
rc wet oe NY2/l 2/18 Sarangan Nediloyd NY3/13 LA3/31 SF4/4 Po4/9 Se4/14 Va4/18 
Leith Hill UFruit —Ho2/3 NO2/5 3/10 Lawak Nedlloyd NY3/31 LA4/18 SF4/22 Po4/27 Se5/2 Va5/6 
Arctic Tern UFruit NY2/8 
Box Hill UFruit Ho2/10 N02/12 
Jytte Skou UF ruit NY2/15 DOUALA 
Christiane UFruit Ho2/17 NO02/19 
Arctic Gull UFruit NY2/22 — tbs = = 
fr Sun a 
Leith Hill UFruit Ho2/24 N02/26 Bandama Bl-Dia NY3/19 
Arctic Tern UFruit NY2/29 Afr Glade Farrell NY4/16 


Vl &WNHNHDY DR & eB 





Our Cop Kanking Cargo Services 
MAINTAINED FOR MORE THAN 


‘s 60 YEARS 
NM from VENEZUELA, THE CARIBBEAN, 
HAITI, DOMINICAN REPUBLIC 


to CANADIAN AND U.S. ATLANTIC 
& GULF PORTS 


assure prompt aeivery of your 
coffee shipments 


Royal iletherlands Steamship Company 


FREIGHT AGENTS 


NORTH ATLANTIC PORTS — FUNCH, EYDE & CO. — NEW YORK 
SOUTH ATLANTIC PORTS — STRACHAN SHIPPING CO. — SAVANNAH 
GULF PORTS — STRACHAN SHIPPING CO. — NEW ORLEANS 
CANADIAN PORTS — MONTREAL SHIPPING COMPANY LTD., MONTREAL 


= « ————— 
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SAILS SHIP 


LINE 


EL SALVADOR 


Santa Cruz 
Michigan 
Santa Fe 
Chile 


Grace 
French 
Grace 
French 


GUATEMALA 


1/10 Rep. de 
Colombia 
1/12 Santa Cruz 
1/24 Michigan 
1/28 Santa Fe 
2/16 Chile 


GUAYAQUIL 


1/11 Cd. de Pasto 


Granco 
Grace 
French 
Grace 
French 


Granco 


1/13 Cd. de Medellin Granco 


1/18 Cart'’gna de 
Ind’s 


Granco 


LA LIBERTAD 


1/23 Texita 


LA UNION 
1/22 Texita 


LOBITO 
1/15 Tervaete 


LUANDA 


Afr Dawn 
Del Aires 
Tervaete 
Afr Glen 
Del Santos 
Afr Sun 
Afr Grove 
Del Alba 
Afr Glade 
Del Aires 


1, 
1 
1 
: 
2 
2/ 
3 
3 
3/ 
3 


MATADI 


1 Burckel 

1 Del Aires 
1 Tervaete 

l Afr Glen 
2 Afr Sun 

2 Del Santos 
3 Del Alba 
3 Afr Grove 
3/13 Afr Glade 
3/23 Del Aires 


MOMBASA 


Afr Star 
Arna 
Lombok 
Francois 
Sarangan 
Afr Rainbow 
Afr Pilot 
Lawak 

Afr Planet 
Afr Moon 
Afr Star 


Vib WWNNNNKE Re 


UF ruit 


UFruit 


Farrell 
Delta 
B-Afr 
Farrell 
Delta 
Farrell 
Farrell 
Delta 
Farreli 
Delta 


B-Afr 
Delta 
B- Afr 
Farrell 
Farrell 
Delta 
Delta 
Farell 
Farrell 
Delta 


Farrell 
Af-Pac 
Nedlloyd 
Af-Pac 
Nedlloyd 
Farrell 
Farrell 
Nedlloyd 
Farrell 
Farrell 
Farrell 


PARANAGUA 


1/10 Mais 
1/12 Nordanger 
1/13 Mormactide 
1/14 Lia 


1/16 Cap Bonavista 


1/17 Bolivia 


JANUARY 


SCross 
Wes- Lar 
Am- Rep 
Brodin 
Col 
Lloyd 


1960 


LA1/18 SF1/20 PS1/24 

LA1/30 SF2/3 Va2/8 Se2/11 Po2/13 
LA2/4 SF2/6 PS2/11 

LA2/22 SF2/26 Va3/3 Se3/6 Po3/7 


LA1/23 SF1/27 

LA1/18 SF1/20 PS1/24 

LA1/30 SEF2/3 Va2/8 Se2/11 Po2/13 
LA2/4 SF2/6 PS2/11 

LA2/22 SF2/26 Va3/3 Se3/6 Po3/7 


21 Pal/22 NY1/24 
25 NO1/27 


28 Pal/29 NY1/31 


NY1/29 
N02/12 
NY2/12 
NY2/23 
NY3/12 
N03/4 

N03/27 
NY4/3 

NY4/16 
N04/15 


Bo2/22 NY2/24 

LA3/11 SF3/14 Po3/18 Se3/21 Va3/23 
NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4/2 
LA3/28 SF3/31 Po4/4 Se4/7 Va4/9 

NY3/13 LA3/31 SF4/4 Po4/9 Se4/14 Va4/18 
Bo3/23 NY3/25 

Bo4/10 NY4/12 

NY3/31 LA4/18 SF4/22 Po4/27 Se5/2 Va5/6 
Bo5/3 NY5/5 

Bo5/14 NY5/16 

Bo6/1l NY6/13 


NY1/29 Bo2/1 Pa2/3 Ba2/4 Nf2/5 
LA2/14 SF2/17 Po2/23 Se2/25 Va2/28 
NY2/2 Bo2/5 Pa2/7 Ba2/9 

Ba2/2 NY2/3 Pa2/5 Bo2/7 StJo2/9 
NY2/3 Bo2/5 Pa2/8 Ba2/9 

NY2/7 








Regular Service 
From The Principal Brazilian Ports to: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


ville and Houston. 


5 Bringing North and South America nearer each other. LLOYD : 
= BRASILEIRO makes the Good Neighbor a Close Neighbor. 


NEW ORLEANS 
Queen & Crescent Bldg. 


NEW YORK 
17 Battery Place 








FAST DEPENDABLE DELIVERY 


. +. of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT @ 
COMPANY 


Regular Sailings between 
GUATEMALA © NICARAGUA 
EL SALVADOR + COSTA RICA »« HONDURAS 
and 


NEW ORLEANS * HOUSTON 


NEW YORK »* 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles Ave. 











SAILS SHIP LINE DUE 


SAILS SHIP LINE DUE 
NY2/8 Bo2/11 Pa2/13 Ba2/14 Nf2/15 
N02/15 Ho2/19 

Jx2/15 NY2/19 Bo2/22 Pa2/24 Ba2/25 Nf2/26 
LA3/8 SF3/11 Va3/20 Se3/22 Po3/24 
NY2/16 

NO2/22 Ho2/26 

NY2/16 

Jx2/15 NY2/22 Pa2/24 Ba2/25 Nf2/26 
N02/24 Ho3/2 

NY2/26 

Jx2/29 NY3/3 Bo3/6 Pa3/8 Ba3/9 Nf3/10 
LA3/22 SF3/25 Va4/3 Se4/5 Po4/7 

N03/7 Ho3/11 

NY3/6 

NY3/7 Bo3/10 Pa3/12 Ba3/13 Nf3/14 
NY3/16 

N03/21 Ho03/25 


SCross 
Delta 
Am- Rep 
Pac- Rep 
Lloyd 
Deita 
Am- Rep 
Am- Rep 
Delta 
Lioyd 
Am- Rep 
Pac- Rep 
Delta 
Lioyd 
SCross 
Lloyd 
Delta 


Salta 

Del Sol 
Mormacsea 
Mormacrey 
America 
Del Oro 
Brasil 
Mormacreed 
Del Mar 
Panama 
Mormacdove 
Mormacgulif 
Del Mundo 
Equador 
Para 
Paraguai 
Del Viento 


N02/3 Ho2/10 

Ba2/8 Pa2/10 NY2/11 Bo2/14 Ha2/16 
NO2/10 Ho2/14 
NO2/15 Ho2/19 
NY2/8 Bo2/11 
NY2/16 
Jx2/15 NY2/19 Bo2/22 Pa2/24 Ba2/25 
LA2/23 SF2/26 Va3/6 Se3/8 Po3/10 
NO2/22 Ho2/26 
NY2/22 Bo2/25 
NY2/26 
N02/24 Ho03/2 
LA3/8 SF3/11 Va3/20 Se3/22 Po3/27 
N0O3/7 Ho3/11 

NY3/6 

NY3/7 Bo3/10 Pa3/12 Ba3/13 Nf3/14 
N03/9 Ho3/16 

LA3/22 SF2/5 Va4/3 Se4/5 Po4/7 
NO3/21 Ho3/25 

NY3/16 


Delta 
Am-Rep 
Lloyd 
Delta 
SCross 
Lloyd 
Am- Rep 
Pac - Rep 
Delta 
Am- Rep 
Lioyd 
Delta 
Pac-Rep 
Delta 
Lloyd 
SCross 
Delta 
Pa-Rep 
Delta 
Lioyd 


] Del Sud 

l Mormacswan 

1 Chile 

l De! So! 

l Salta Pa2/13 Ba2/14 Nf2/15 

l America 

l Mormacsea 

l Mormacland 

2 Del Oro 

2/3 Mormacreed Pa2/27 Ba2/29 Nf3/1 

2/7 Panama 

2/t Del Mar 
Mormactide 
Del Mundo 
Ecuador 
Para 
Del Norte 
Mormacgulf 
De! Viento 
Paraguai 


VPWNNNNNN NNN DD & Be 


SAN JUAN 


1/10 Dundee 
1/11 _ El Salvador 


NY1/22 

Hol/19 NO1/24 
de JANEIRO 
Am- Rep 


Norton 
Lloyd 


Nfl/24 Bal/25 Pal/27 NF1/28 Bol/31 Ha2/16 
NY1/26 Bol/28 Pal/30 Ba2/2 

NY1/26 

SCross NY1/29 Bo2/1 Pa2/3 Ba2/4 Nf2/5 
Am-Rep Jx1/30 NY2/3 Bo2/6 Pa2/8 Ba2/10 Nf2/11 
Del Rio Delta NO2/1 Ho2/5 

Mormacland Pac-Rep LA2/23 SF2/26 Va3/6 Se3/8 Po3/10 

Lia Brodin Ba2/2 NY2/3 Pa2/5 Bo2/7 StJo2/9 
Mormactide Am-Rep NY2/2 Bo2/5 Pa2/7 Ba2/9 

Nordanger WesLar LA2/14 SF2/17 Po2/23 Se2/25 Va2/26 

Cap Bonavista Col NY2/3 Bo2/5 Pa2/8 Ba2/9 

Del Sud Delta N02/3 Ho2/10 

Bolivia Lloyd NY2/7 

Am-Rep NY2/2 

Am-Rep Ba2/8 Pa2/10 NY2/11 Bo2/14 Ha2/16 
Lloyd N02/10 Ho2/14 


SANTOS 
Cuba 

Mars 

Del Rio 
Mormacstar 
Mormactide 
Nordanger 
Antonina 
Bolivia 

Del Sud 
Argentina 
Mormacswan 
Mormacland 
Chile 

Salta 


Mormacyork 
Iberia 

Cuba 

Mars 
Mormacstar 


NY1/26 

NY1/29 Bo2/1 Pa2/3 Ba2/4 Nf2/5 
NO2/1 Ho2/5 

Jx1/30 NY2/3 Bo2/5 Pa2/7 Ba2/9 
NY2/2 Bo2/5 Pa2/7 Ba2/9 

LA2/14 SF2/17 Po2/23 Se2/25 Va2/26 
Bal/30 NY2/1 Pa2/3 Bo2/5 StJo2/6 
NY2/7 

N02/3 Ho2/10 

NY2/2 

Ba2/8 Pa2/10 NY2/11 Bo2/14 Ha2/16 
LA2/23 SF2/26 Va3/6 Se3/8 Po3/10 
N0O2/10 Ho2/14 

NY2/8 Bo2/11 Pa2/13 Ba2/14 Nf2/15 


Lloyd 
SCross 
Delta 
Am- Rep 
Am- Rep 
Wes- Lar 
Brodin 
Lloyd 
Delta 
Am- Rep 
Am- Rep 
Pac- Rep 
Lloyd 
SCross 


Argentina 
Mormacswan 
Chile 


ee ee 


Your best cargoes deserve 


FARRELL LINES care 


f Crick 


Choice cargoes of coffee and tea get 


extra special care as a matter of 


course aboard Farrell Lines ships. 
Loading and stowing is carefully 
supervised, Cargo holds are well-ven- 
tilated and humidity-controlled. And 
while at sea. Farrell engineers fre- 
quently check all cargo spaces to 


| 
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COFFEE & 


TEA INDUSTRIES 


make sure that temperature and at- 
mosphere conditions are maintained. 


There are 14 fast Farrell Liners 
in regularly-scheduled U.S.-Africa 
service. In fact, Farrell Lines is the 
only steamship company linking the 
United States with all three ocean 
ceasts of Africa. 


FARRELL LINES 


26 Beaver Street New York 4, N. Y. 
Telephone: WHitehall 4-7460 


and The Flavor 


Field 





SAILS SHIP 


Santa Rosa 
Del Sol 
Mormacsea 
America 
Del Oro 
Brasil 
Mormacreed 
Del Mar 
Panama 
Mormacdove 
Del Mundo 
Equador 
Mormacgulf 
Para 

Del Norte 
Paraguai 
Del Viento 


TANGA 


1/24 Lombok 
2/10 Sarangan 
2/29 Lawak 


VICTORIA 


1/17 Del Rio 
1/26 Chile 
1/31 Del Sol 
Del Oro 
Del Mundo 
Del Viento 


2/7 
2/21 
3/6 


CALCUTTA 


Stee! Director 


Steel Navigator 


Exminster 
Steel Age 


Badger State 


COCHIN 


Polk 
Exemplar 


1/13 
1/17 


1/20 Steel Scientist 
2/1 ~~ Jackson 


2 Exminster 


Steel Flyer 


Steel Navigator 


Steel Traveler 
Buchanan 
Adams 


Steel Architect 


Steel Advocate 


COLOMBO 


1/14 Steel! Director 
Silverspray 


Jackson 


Steel Navigator 


Buchanan 
Steel Age 
Adams 
Badger State 


DJAKARTA 


Steel Flyer 
McKinley 
Stee! Traveler 
Jefferson 


Steel Architect 


Steel Advocate 


DJIBOUTI 
2/7 Exminster 


JANUARY 


Nedlloyd 
Nedlloyd 
Nediloyd 


DUE 


NY2/14 Pa2/16 Ba2/18 Bo2/20 StJo2/21 
N02/15 Ho2/19 

Jx2/15 NY2/19 Bo2/22 Pa2/24 Ba2/25 Nf2/26 
NY2/16 

NO2/22 Ho02/26 

NY2/16 

NY2/22 Bo2/25 Pa2/27 Ba2/29 Nf3/1 
N0O2/24 Ho03/2 

NY2/26 

Jx2/29 NY3/3 Bo3/6 Pa3/8 Ba3/9 Nf3/10 
N03/7 Ho3/11 

NY3/6 

LA3/22 SF3/25 Va4/3 Se4/5 Po4/7 
NY3/7 Bo3/10 Pa3/12 Ba3/13 Nf3/14 
N03/9 Ho3/16 

N03/21 Ho03/25 


NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4d/2 
NY3/13 LA3/31 SF4/4 Po4/9 Se4/14 Va4/18 
NY3/31 LA4/18 SF4/22 Po4/27 Se5/2 Va5/6 


NO2 1 Ho2/5 

N02/10 Ho2/14 
NO2/15 Ho2/19 
N02/15 Ho2/19 
NO3/7 Ho3/11 
N0O3/21 Ho3/25 


TEA BERTHS 


Isthmian 
. Isthmian 
Am- Exp 


Isthmian 
Isthmian 


Am- Pres 
Am- Exp 


Isthmian 
Am- Pres 
Am- Exp 


Isthmian 
Isthmian 
Isthmian 
Am- Pres 
Am- Pres 
Isthmian 
Isthmian 


Isthmian 
JavPac 

Am- Pres 
Isthmian 
Am- Pres 
Isthmian 
Am- Pres 
Isthmian 


Isthmian 
Am- Pres 
Isthmian 
Am- Pres 
Isthmian 
Isthmian 


Am- Exp 


'960 


N02/15 

NY2/28 N03/9 

Bo2/29 NY3/3 Pa3/5 HR3/7 $Sa3/10 Chsn3/11 
Ba3/15 

N03/18 

NY3/31 N04/9 


NY2/20 Bo2/25 Pa2/28 HR2/29 
Bo2/12 NY2/14 Pa2/17 HR2/19 Sa2/22 Chsn2/23 
Ba2/27 

Bo2/15 NY2/16 

NY3/6 Bo3/10 Pa3/12 Ba3/13 HR3/14 

Bo2/29 NY3/3 Pa3/5 HR3/7 Sa3/10 Chsn3/11 
Ba3/15 

Bo2/28 NY2/39 

NY2/28 NO3/9 

Bo3/10 NY3/11 

NY3/18 Bo3/23 Pa3/25 Ba3/26 HR3/28 

NY4/1 Bo4/6 Pa4/8 Ba4/9 HR4/11 

Bo3/26 NY3/27 

Bo4/10 NY4/12 


N02/15 

LA3/9 SF3/14 Po3/20 Se3/23 Va3/26 
NY3/6 Bo3/10 Pa3/12 Ba3/13 HR3/14 
NY2/28 N03/9 

NY3/18 Bo3/23 Pa3/25 Ba3/26 HR3/28 
N03/18 

NY4/1 Bo4/6 Pa4/8 Ba4/9 HR4/11 
NY3/31 N64/9 


Bo2/28 NY2/29 

LA2/24 NY3/11 Ba3/18 Bo3/22 
Bo3/10 NY3/11 

LA3/9 NY3/25 Ba4/4 Bo4/6 
Bo3/26 NY3/27 

Bo4/10 NY4/12 


Bo2/29 NY3/3 Pa3/5 HR3/7 $a3/10 Chsn3/11 
Ba3/15 








NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Biehl & Co., Inc., Sanlin Bidg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bidg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—lInternational Freighting Corporation, 





WEST AFRICA? 


Experienced Coffee 
Importers Ship by 


Belgian African Line 
REGULAR—FAST— DEPENDABLE 


from ANGOLAN OUTPORTS 
LUANDA—MATADI 
to NEW YORK DIRECT 


Our Pier 54, North River, 
is readily accessible for 
coffee deliveries and 


inspections. 


General Agents 
BELGIAN LINE 


INCORPORATED 
63 Broad St., New York 4 
Whitehall 3-4949 








SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


2/9 Stee! Navigator Isthmian NY2/28 NO3/9 Steel Flyer Isthmian Bo2/28 NY2/29 
2/20 Steel Age Isthmian NO3/18 Steel Traveler Isthmian Bo3/10 NY3/11 
3/10 Badger State Isthmian NY3/31 NO4/9 Steel Architect Isthmian Bo3/26 NY3/27 

Steel Advocate Isthmian Bo4/10 NY4/12 


HONG KONG 


Yamakimi Maru Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 
Cleveland Am-Pres SF1/21 

Minx Pioneer NY2/25 Ba2/29 Nf3/2 Pa3/4 
Oregon Maru K Line SF2/12 NY2/26 

Ming K Line SF2/12 NY2/26 

Kunikawa Maru K Line 3F2/18 LA2/20 NY3/8 

Van Buren Am-Pres SF2/21 LA2/13 $02/18 

Wilson Am-Pres SF3/4 LA3/9 


Taylor Am-Pres LA1/26 SD2/1 SF2/4 

Main Pioneer NY2/8 Ba2/12 Nf2/14 Pa2/16 Bo2/19 
Hoover Am-Pres SF2/1 

Yamakimi Maru Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 

Van Buren Am-Pres LA2/13 $02/18 SF2/21 

Oregon Maru K Line SF2/12 NY2/26 

Minx Pioneer NY3/4 Ba3/8 Nf3/10 Pa3/12 Bo3/15 
Harrison Am-Pres LA2/18 $D2/24 SF2/27 

Ming Pioseer NY3/4 Ba3/8 Nf3/10 Pa3/12 Bo3/15 
dohnson - LA2/27 S$D3/4 SF3/7 

Wilson : SF3/4 LA3/9 

Garfield : LA3/8 $D3/14 $F3/17 

Hoover : SF3/17 


Am-Pres LA1/26 $D2/1 SF2/4 
Pioneer NY2/8 Ba2/12 Nf2/14 Pa2/16 Bo2/19 
Hoover Am-Pres SF2/1 
Yamakimi Maru Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 
Van Buren Am-Pres LA2/13 SD2/18 SF2/21 * Accepts freigh for Atlantic and Gulf ports with transshipment at Cristobal, C.Z. 
Oregon Maru K Line SF2/12 NY2/26 
Minx Pioneer NY2/25 Ba2/29 Nf3/2 Pa3/4 
Harrison Am-Pres LA2/18 $02/24 SF2/27 
Ming Pioneer NY3/4 Ba3/8 Nf3/10 Pa3/12 Bo3/15 1960 vending directory is issued 
Johnson Am-Pres LA2/27 $D3/4 SF3/7 
Wilson Am-Pres SF3/4 LA3/9 The 1960 Directory of Automatic Merchandising has 


Garfield Am-Pres LA3/8 $0314 5F3/17 - : . oe 
Hooves Am-Pres SF3/17 been issued by the National Automatic Merchandising 
Association. 


BWNNN NN ND & Be ee 


SHIMIZU This edition has added several new features—a list of 
14 Taylor Am-Pres LA1/26 $D2/1 SF2/4 the 1,300 NAMA operator members and the products they 


16 Main Pioneer NY2/8 Ba2/12 Nf2/14 Pa2/16 Bo2/19 vend, and a new equipment section. 
Yamakimi Ma:u Yamashita NY2/18 Pa2/23 Ba2/24 Nf2/27 7 ; . a 4 
‘pia Am-Pres LA2/13 §D2/28 SF2/21 The directory also contains a complete listing of vend- 
Oregon Maru KK Line SF2/12 NY2/26 ing machine manufacturers, suppliers of products, com- 
Minx Pioneer NY2/25 Ba2/29 Nf3/2 Pa3/4 ; 

Harrison Am-Pres LA2/18 $D2/24 SF2/27 

Ming Pioneer NY3/4 Ba3/8 Nf3/10 Pa3/12 Bo3/15 Articles in the book cover, among other subjects, trends 
Johnson Am-Pres LA2/27 $D3/4 SF3/7 ; ea: ; ikneaecn : 
Garfield Am-Pres LA3/8 SD3/14 SF3/17 n automatic selling in 1959 and probable trends ” the 


ponents, CEC. 


years ahead. 


TRINCOMALEE Single copies are available from NAMA (7 South Dear- 


1/17 Steel Scientist Isthmian Bo2/15 NY2/16 born Street, Chicago 2) at $4.50; multiple copies at $2.50. 





FAST DIRECT SERVICE 
from to 
INDIA U.S. Atlantic 
CEYLON and 
RED SEA Gulf Ports 
Discharging Pier 44, Brooklyn 
39 BROADWAY 


NEW YORK 6, N. Y. 
Digby 4-3334 


iN : . s. Z e 
HELLENIC LINES LIMITER SS 319 INT'L. TRADE MART 


JAckson 2-0182 








FLOTA ARGENTINA DE 
NAVEGACION DE ULTRAMAR 


(DODERO LINES) 
FROM BRAZIL TO U. S. ATLANTIC & GULF PORTS 


GENERAL AGENTS: 
Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 
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the coming year for urns 


(Continued from page 75) 





Obviously, a location that requires a 60-gallon urn 
must have some efficient method of distribution. In- 


sulated coffee carriers will be used more and more to | 
bring the hot brew to key points, and the urns must be | 


This | 


constructed so it is convenient to fill the carriers. 
means that the urns should have extended faucets, de- 
signed somewhat differently from the standard type, to 
facilitate distribution without excessive lifting on the 
part of the worker. 

When we consider our second subject, “automation,” 
we deal with a truly magical concept. And the realization 
can be just as magical 7f you also have “trouble-free oper- 
ation.” 


cated machinery means complicated repairs when trouble 
arises. Also, automation that succeeds in making frequent 
but small batches of coffee defeats its purpose. 


Gallons at a time 


Therefore, the need is for an automatic machine, simple 
in design, that brews gallons of coffee at a time, that is easy 
to operate, and one which can be operated manually if re- 
quired. 
coffee, quick recovery time and compact construction, 
and you have described the “dream urn” of the future. 
But, in this case, the future means only the coming year, 
for 1960 will see the introduction of automatic urns with 
all these features, and more. 

Again, these urns will be designed to meet the re- 
quirements for brewing good coffee as set down by The 
Coffee Brewing Institute. In the automatics, 
however, these requirements will be built into the urns 
as part of the automatic features. in other words, any 
operator who follows simple instructivas and pushes the 
right button at the right time will be able to prepare the 
ideal brew without the slightest chance of error or mis- 


case of 


calculation. 


Better equipment, too 


We have all noted with interest the expanded adver- 
tising campaign aimed at the consumer and stressing the 
importance of good coffee. We also know this is just a 
stepped-up version of an effort that has been going 
on for some years now. We in the urn manufacturing 
business have felt the influence of this work in recent 
years, and it is hoped that the new campaign will have 
even better results. The ultimate effect will be that, as 
the consumer becomes demands _ better 
coffee, the equipment used to prepare it must also become 
better and better. 

All too often we tend to ignore staples (coffee is cer- 
tainly a staple) while ‘‘glamor’’ is applied to more tran- 
sient things. The sober fact is that glamor, or styling, or 
whatever you call it is needed most in those things that 
are taken for granted. Alert urn manufacturers have 
long since stopped “freezing” their product lines and now 


aware of and 


constantly strive to improve them in looks, performance 
and capacity—all for the ultimate good of the food 
service industry. 


JANUARY, 1960 


Automatic coffee makers as such are not new, but | 
they have never achieved real popularity, because compli- | 


Add to this the ability to brew uniformly good | 





HANSA LINE 


Deutsche Dampfschifffahrts-Gesellschaft 'HANSA" 
Bremen, Germany 


Regular Monthly Service 


PERSIAN GULF 
PAKISTAN 
RED SEA 
and 
MEDITERRANEAN 
PORTS 
to NORTH ATLANTIC & GULF PORTS 


General Agents 


F.W. HARTMANN & CO., INC. 


120 WALL STREET NEW YORK 5, N. Y. 


Cable Address: HANSAFAHRT Telephone 
TEX NEWYORK 2499 Whitehall 3-9790 
MNY 0244 Teletype N. Y. 1-550 


from 














An American Flag Freighter 
Every 10 Days 


from Buenaventura to 
Houston and New 
Orleans. Our regularly 
scheduled sailings, 
efficient cargo hand- 
ling and fast 

service can solve 

some of your 

green coffee 

inventory 

problems. 


GULF & 
SOUTH AMERICAN 
STEAMSHIP CO., INC. 


821 Gravier St. 
New Orleans 12, La. 


In other cities call 
Lykes or Grace 
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coffee for the Armed Forces 


(Continued from page 73) 





Intent to Purchase from the New York Militry Subsistence 
Market Center are provided to the three members of the 
of the regional 


the secretaries 


a contract is awarded, the com- 


Advisory Committee and 
coffe When 
mittee chairman ts advised: 
(2) the quantity of coffee awarded; and (3) the contract 
number and date and place of delivery. The NYMSM¢C 
ilso sends a letter to the committee chairman requesting that 
the association arrange for the inspection of green cottee 


associations 
(1) the name of the contractor; 


tendered for delivery and forward inspection certificates. 
Copies of this letter are sent to committee members whose 
ports are concerned 

When a contractor tenders coffee for delivery, he sends 
a ‘sampling order’ to the regional association secretary, who 
notifies the committee's regional representative. The latter, 
in turn, turns it over to “official samplers,” and samples are 
drawn on the dock or in the warehouse 

Samples are taken from not less than 10% of the bags 
in the chop. They are then mixed to make a five-pound 
composite sample, marked with the full chop marks, and 
the The contractor supplies 


his own samples to compare with those drawn, and if 


sent to regional association. 


they'r judged the same, the work of grading and classifying 


begins. This work entails: (1) inspection of the coffee 


in the green bean; (2) grading of the coffee in the green 


a 
OVER | | 


| TWENTY-FIVE : : 
| 7 
YEARS OF | JYV@QRAN 


CONTINUOUS nae 
" DEPENDABLE 
SERVICE TO 
"THE COFFEE 


TRADE 





AGENCIA de 
VAPORES GRIEG S/A 


Rio de Janeiro 
Praca Maua 7 


Santos 
Praca de Republica, 46 








L 





ich Maersk Line serves 


bean; (3) inspection of the roasted beans; and (4) the 
cup testing of the beverage. Each man writes his conclusions, 
whereupon these are compared. The majority decision rules. 

Coffees not conforming to purchase specifications are 
rejected and the contractor is required to tender other coffees 
in substitution. 

There is also a pre-certification system, whereby an owner 
of green coffee on docks or warehouses at main ports can 
learn whether his coffee will meet Armed Forces specifica- 
tions. 

So anxious is the National Coffee Association to insure 
fair treatment for military service and contractor alike that 
our inspection system includes the right of either party to 
appeal decisions of the official graders and classifiers, When 
this occurs, of course, the original inspectors are ineligible 
to serve on the appeal, and names of three others are 
drawn by lot. The majority decision of the appeal inspectors 
is final and binding. 

It is important to stress the qualifications of the men who 
are chosen to serve as official graders and classifiers of 
Armed Forces coffee. Each of them is a top-caliber coffee 
expert and regarded by the trade as an invaluable asset to 
his own company. As coffee specialists, these men feel a 
genuine obligation to serve the industry and the government 
by helping the Quartermaster to provide good coffee to the 
services. Needless to say, no inspector is ever assigned to 
serve on a panel which is to pass on coffee in which he ts 
either directly or indirectly interested. The name of the 
contractor is always withheld from the inspectors. Nor are 
the inspectors’ names known to the contractor. And the 
tickets in the pans of green coffee to be tested contain no 
marks except symbols. 

‘A very essential part of (the soldier's) meal,” wrote a 
19th Century military analyst, “was the coffee. The chief 
requirement was that it be hot and strong.” To those 
criteria, the U. S. Army Coffee Advisory Committee of 
the National Coffee Association has helped to add at least 
one more. Coffee supplied to American servicemen today 
must be OU’ALITY coffee. 


Joins PACB public relations staff 


The Pan-American Coffee Bureau announced that 
Richard Hubbard has joined its public relations staff. 

Mr. Hubbard was formerly with the New York public 
relations firms of Sidney J. Wain, Inc., and Walker & 


Crenshaw, Inc. 


West. Africa to U.S. Atlantic and Pacific Coast Ports 


Monthly 
arrivals from 
MATADI 
DOUALA 
ABIDJAN 


FREETOWN 


via fast modern 
cargo liners 


| MOLLER STEAMSHIP COMPANY, INC 


30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


West African Agents 
MATADI: Agetraf, S.C.A.R.L., 3 rue de Vivi, P. O. Box 36, Matadi, 
Belgian Congo. 
DOUALA: Societé Navale Delmas-Veilieux, P. O. Box 263, Douala, 
Cameroons. 
ABIDJAN: Societé Navale Delmas-Veiljeux, 17, Avenve Louis Barthe, 
©. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 
Sierra Leone. 
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Jamaica: 
big coffee progress in small country 


(Continued from page 122) 





conveyor belt tables. The cost of this manual operation 
was increasing every year as a result of rising labor rates. 
With coffee prices on the decline over the past few years, 
every effort had to be made to reduce production costs. 
The Board therefore decided that complete mechanization 
of the sorting Operation was necessary. 

Once again we can claim with pride that we lead the 
Caribbean and Central American coffee producing coun- 
tries in modern processing methods, since we have now 
installed electronic color sorting machines. These ma- 
chines are designed to sort materials in any shape or sur- 
face. The electronic circuits used in these machines are 
so sensitive that they can detect color differentiations 
invisible to the naked eye. The machines may be ad- 
justed to reject either pale defective beans or dark de- 
fective ones. As the coffee passes through the optical 
unit, each individual bean is scanned by two photo electric 
cells and any defective bean is deflected pneumatically in- 
to a reject chute. The acceptable coffee beans then pass 
on to a conveyor belt for final selecting and checking by 
eight women. 

After the selection process has been completed, samples 
are taken and tested by our cup tester, who was trained 
in New York. The grading specifications which we have 
established are accepted on world markets, and we are 


always able to sell forward the greater proportion of our 
crop. 

The picture today is a complete change from 1950, 
when our exports consisted of 100% natural coffees. 
Today, 90% of our exports are washed coffees, know n on 
world markets as ‘Prime Jamaica Washed”. This fine 
coffee is eagerly sought after by buyers in many countries 
where quality is appreciated. Our coffees are sold to the 
United States of America, England, Sweden, Germany, Ja- 
pan, to name but a few. Compared with other countries, 
it is not a very great quantity that we produce for ex- 
port—between 20,000 and 30,000 bags (60 kilos) a year 
but we are improving our cultural methods, thereby 1n- 
creasing production, and our export target is at least 80,- 
000 bags within the next five years, so as to be able to 
satisfy the many demands that we have from our buyers. 

Great emphasis 1s being paid to increasing yields and 
reducing production costs. Middle-sized farmers are be- 
ing encouraged to undertake the cultivation of coffee, and 
some of the large landowners are now planting coffee on 
an extensive scale. Reynolds Jamaica Mines, one of the 
large bauxite mining companies in Jamaica, has planted 
nearly 100 acres of coffee on lands that have been mined 
and they plan to have about 400 acres established within 
the next three years. 

Although today production of coffee is way above con- 
sumer demands, yet we in Jamaica face the future with 
confidence. We know that we are producing coffee of 
the finest quality, and there will always be a demand for 
this by people who know and appreciate the best. 








BRODIN LINE 


Regular Service for the Coffee Trade 


Brazil Ports 


TO 


~ United States North Atlantic and Eastern Canadian Ports 
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Sociedade Ultramarina 


MIRANDA ESTEVES, LDA. 


EXPORTERS OF ANGOLA COFFEE 
AMBRIZ / LIBOLO / NOVO REDONDO 
AND SISAL & SISAL TOW 


42-3.° Rua da Assuncao 
Telephone: 35226 
Cables: OILGRAINS 


Lisbon, Portugal 
Telex: Sume 166 


JANUARY, 1960 





“ECOMAR” 


EMPRESA COMERCIAL DO ULTRAMAR, LTD, 
LEADING EXPORTERS OF 
ANGOLA COFFEES 


(they are sweet and they will bring 


of your blends) 


Head Office: LUANDA 
ECOMAR LTD., P. 0. BOX 754 
ANGOLA 
(Portuguese West Africa} 


down the cost 
LISBON OFFICE 
R.de S.Julido. 62-2° 


Cable Address: RAMAR 
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Bugisu coffee 


(¢ niinued from 





loads by the Transit and storage insurance 1s 
part of the service provided by the Union to its members, 
and the Union, in addition to paying a price fixed for 


the season to the grower, also pays a buying commission 


prowcrs 


to each soci ty to meet its operating expenses, 

On arrival at the mill, the parchment 1S inspected and 
graded by an European expert working with an African 
staff under Coffee is then stored in bins a¢ 
cording to its locality of origin and type of eventual 


his tuition 


Delivery and weighing into process 1s entirely 


automatic, and all future 
most entirely conducted by conveyors and regulated and 


milling 


movement of the coffee is al- 


bagged by auto weighe rs The process 1S under air suc 
tion to insure dust-free working 

Ten grades are produced in accordance with market 
requirements of the Mild Coffee Trade Association, and 
the clean coffee ts railed to the auction sales in Nairobi, 
in Kenya, the mild coffee market of East Africa. 

Based on the results of the year’s working, a bonus is 
ormally paid to the grower through his society, based 
on the quality of deliveries throughout the season. Sales 
ot cottee provide the great proportion of the grower's 
ash income, his food being largely grown at home, and 
the measure of his advance beyond a subsistance economy 
is thus the price obtained by his parchment coftee. 


The initial years of working of the Union showed a 
marked decline in quality, but the Union is now doing all 
that it can in conjunction with advisors to regain the 
reputation formerly established by the high quality stan- 
dard of Bugisu Coffee 

Bugisu coffee has contributed greatly towards raising 
the standard of living of the inhabitants of the district. 
Coffee money has built better houses and new 
both of which contribute to the health and well-being of 


A modest increase in production is therefore 


schools, 


the people. 
a necessity, if a progressive development of the cultural 
and social standards of the people is to be maintained, 


This brings us to the relation between coffee demand 
and supply, and the effect on world prices, matters which 
the ordinary peasant coffee grower finds difficult to com- 
prehend 

The limited production of Bugisu coffee can have no 
effect on the problem facing coffee producers throughout 
the world, arising from the fact that demand by con- 
sumers falls short of production. The crop, averaging 
around 5,000 tons clean coffee, is an insignificant factor in 
world production, A doubling of the Bugisu crop would 
pass unnoticed in world production statistics and would 
not add to the existing problems. But the effect of a 
falling world price would be instantly felt by the Bugisu 





producers, whose welfare and social structure would be 
undermined by a fall in income. 

Insignificant though Bugisu production may be, com- 
pared with world tonnage, it forms an important part 
of the Uganda economy. Any loss of revenue, either to 
the government through loss of taxes or to the producer 
by reason of price falls, would be disastrous to a small 
but developing state. 

The peasant coffee growers who form the membership 
of the Union and market their coffee through this Co- 
operative Union do not understand the coffee price 
mechanism and its intricacy, which is bound up with in- 
ternational considerations, such as protective duties and/or 
preferential tariffs, high excise taxes and sales taxes, plus 
other international factors, such as lack of foreign ex- 
change and international trade agreements. 

A fall in coffee prices is thought locally to be a deliber- 
ate “manipulation” of the financial position in order to 
hold back the progress of the underdeveloped countries, 
whose soundness of economy depends on agriculture. We, 
as coffee producers, are not complacent about the present 
world coffee situation. We are doing everything within 
our power and means to contribute to the solution of the 
problem posed by the great disparity between production 
and consumption of coffee. 

To Bugisu producers to whom the maintenance of a 
steady exportable production at a steady price level are 
vital, the problem can only find a solution in the ex- 
pansion of demand. The Bugisu Co-operative Union, 
Ltd., which handles the whole crop, plays its full part by 
contributions to publicity campaigns and by insistance on 
high quality standards. 

As we see it, there are millions of potential consumers 
who are not actual consumers of coffee through lack of 
means or lack of opportunity. It seems to us that this 
market has to be reached and supplied and encouraged by 
all means available to the industry. 


what's ahead for coffee in Europe? 


(Continued from page 125) 





The countries behind the Iron Curtain have been con- 
sidered until recently as forbidden lands by countries on 
coffee producing and trade. 

For many reasons, we believe that things are evolving 
in these countries also. Business is in progress with some 
of the Eastern countries, and we are convinced that the 
better political situation will give better chances to coffee 
lovers behind, as well as in front of, the Iron Curtain. 

Coffee consumption in Europe is growing and will go 
further—with the help of fair prices, promotion on a big 
scale and the practical realization on the political field of 
the messages of the statesmen now crusading through the 
world, and which sound like the old words ‘Peace on 
earth to men of good will”. 


SouUTHERN Cross Line 


FAST SERVICE — FROM BRAZIL 
TO UNITED STATES ATLANTIC PORTS 


GENERAL AGENTS: 


COSMOPOLITAN SHIPPING CO. INC., 42 Broadway, New York 4, N. Y. 
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Hinman elected Lipton treasurer 

John G. Hinman, general assistant treasurer of Thomas 
J. Lipton, Inc., since last July, has been elected treasurer, 
succeeding Michael L. Beasty, it was announced by W. 
Gardner Barker, Lipton president. 

Mr. Beasty had been with the company more than 39 
years. He was treasurer of the corporation since 1935. 

Mr. Hinman, who reports to L. W. Webster, vice presi- 
dent-finance, joined Lipton in 1944 as chief cost ac- 
countant. Most of his business career was with E. I. du 
Pont de Nemours & Co., in Wilmington, Del. He has 
had wide experience in fiscal capacities in other companies 
as well. 


Tea consumption in Turkey 

Annual consumption of tea in Turkey varies between 
12,000,000 and 14,000,000 Ibs. Domestic production 
does not now meet this requirement, and some tea is 


imported. 


Ethiopia: accent on upgrading 


(Continued from page 118) 





their operations at the center. There are many difhculties, 
mostly arising out of the natural prejudice against change 
and the suspicion that central control means bureaucratic 
bottlenecks and loss of livelihood for small traders. Only 
time will allay suspicion and prove the advantages to all 


who are playing a useful part in the industry. 

From the market point of view, the best known names 
indicating the districts of origin of Ethiopian coffee are 
Harar, Gimma, Sidamu and Lekempti. Other names 
which pinpoint more exactly the source within these dis- 
tricts are becoming well known to the trade, such as: 
Arba Gou Gou, Gourage, Wollega, Gore, Ghimby, Lim- 
Dembi-Dollo. 

The Ethiopians are a coffee-drinking people, and al- 
though it is not known what the total quantity consumed 
locally amounts to, it has been estimated per capita con- 
sumption in Addis Ababa is probably not less than 12 
It is customary in Ethiopia to refill the 


mu and 


Ibs. per annum. 
coffee pot, using the same coffee for three brews. 

Ethiopia is the natural home of Arabica coffee. The 
conditions most favorable to its growth are to be found 
here, probably as nowhere else in the world. So we must 
expect its continued production to be a prime factor in 
the future development plans of the country. 


Kenya: top grades, withholdings 


(Continued from page 114) 





However, it is equally true to say that for every bag of 
mild coffee withdrawn from the traditional markets, a bag 
of hard coffee may be sold in its place, and our contribu- 
tion, small as it may appear in relation to the major 
producing countries, is none the less a real one. 
Today's prices are still holding at a level which may 
encourage increased plantings; it behooves us, therefore, 
to educate the world to increased consumption. There is a 
general world view that further plantings should be cur- 
tailed, a policy to which this country could not sub- 
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scribe, in view of the necessity to raise the standard of liv- 
ing of the African people. 

As mentioned above, coffee, besides being the mainstay 
of the Colony’s economy, is one of the few cash crops 
suitable to a large number of African peasant farmers 
which can so greatly raise their standard of living. 

In the European districts, only a nominal increase is 
now possible, since the majority of suitable coffee land has 
already been planted. To many thousands of Africans, 
however, coffee represents the only possibility of climb- 
ing from the subsistence level to a proseprous future, 
and in this ambition they must be given every possible 
encouragement, 

Coffee prices over the past 18 month have fallen in an 
orderly manner, and we believe that this, coupled with 
the results we await from the work of the Coffee Study 
Group and the lively producer and dealer publicity cam- 
paigns to which the Board already devotes much of its 
funds, will open the door to the increased consumption 
which is needed to restore equilibrium on the world’s 
coffee markets. 


Ruanda-Urundi 


(Continued from page 116) 





reputation with the countries that purchase the product 
and, at the same time, renders evidence of participation 
in an indirect manner in the stabilization measures of the 
world market, in conformity with the International Coffee 
Agreement. In fact, the government of Belgium has ex- 
pressed its adherence to the agreement in principles, with 
out actual participation to date. 

The territory of Ruanda-Urundi will participate in an 
efhcient way in the expansion of the world consumption 
of coffee and will maintain, at the same time, its goal of 
further improving the quality of the product and thus 
obtaining a larger share in the quantity produced within 
the country. Furthermore, the necessary financial re- 
sources will be accumulated in due course, in order to 
take care of the tremendous needs and requirements 
called for by such a young and not fully developed 


country. 


Europe: the common market 


(Continued from page 127) 





If 1959 has rung the knell of the resolutions of the 
international conference of Rio, the B.E.C. has been 
pleased to see that the Study Group in Washington in 
September followed these resolutions in their spirit, and 
has seen the need to stabilize the world coffee plantation 
situation with the means which an industrialist would use 
in a similar case, that is, temporary limitation of produc- 
tion and especially immediate effort to develop consump- 
tion of the product. The latter, in the long term view, 
will condition the entire future of the coffee plantation 
industry. 

The Study Group in Washington has had the courage 
to envisage the broad lines of policy on a world scale, 
for the second half of the 20th Century. The B.E.C. 
is pleased to have been able to contribute, with a some- 
what prophetic view, an important element in this pro- 


motion. 
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French Africa's coffee 


(Continued from page 112) 





natives as it is in Brazil or Colombia. More so on the 


Ivory Coast, the third largest producer in the world. 


Should these countries be stricken by a severe crisis, the 


planters will not suffer immediately, due to the assistance 
of the French Community. But they will suffer ultimate- 
ly, since that kind of last forever, 


especially as it will be bought at the expense of other 


assistance cannot 
forms of industrial progress or human welfare. 

France is fully aware of the responsibilities she has in 
that area, but the rules of world solidarity have changed. 
France alone is no longer in a position to bear the weight 
of one-third of Africa. Not even Europe. Not even the 
United States. When Mr. Krushchev brings his smile- 
and fist policy to Douala, Dimbokro or Fianarantsoa, the 
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housewife at Montgomery or Kalamazoo will begin to 
suffer. 

Whether this point has been made clear or not, we 
wonder. What this means is that coffee on the Ivory 
Coast or in Madagascar, or in Brazil, is no longer the 
business of the coffee people only. It has become every- 


body’s business. 


changes in coffee urns 


(Continued from page 136) 





sanitation, considerable labor is being saved. The edge 
filtration made possible with this device produces a better 
and more uniform brew. 

4. Construction features that assure 
long life in brewing equipment are being sought out today 
by institutional and restaurant users of urns. They find 
that an urn that is out of commission is much more costly 
than the small difference they might have to pay for a 
better urn at the start. Stainless steel completely welded 
construction is now recognized as best. Older types of cof- 
fee urns frequently had liners and seams soldered. Then, 
when an urn was heated dry, the solder melted, and the 
urn was a total loss — resulting in a loss of business as 
well as in its own destruction. Sealweld burn-out proof 
construction is a necessity in an era when restaurant help 
is scarce and sometimes poorly trained, 

Such are the trends in coffee urns. It is safe to predict 
that they have not arrived at their ultimate expression. We 
anticipate and are working on development of increasingly 
automated processing for coffee in restaurants and institu- 
tions, integrated with complete meal-serving systems. If 
equipment manufacturers’ efforts for the institutional market 
are any gauge of the probability of success — the restaurant 
coffee of the future will be uniformly superb, and produced 
with virtually no human effort on the spot! 


maintenance-free 


report: coffee bags 
(Continued from page 126) 
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determine their worth as to flavor, taste and aroma. 

All the knowledge of the coffee industry is channeled 
to the film maker and the bag maker, to develop a pack- 
age both inside and out which says, on the store shelf, 
“Buy me.” Naturally, even when a bag maker and film 
maker appear to have the proper solution the final answer 
must come from the coffee roaster and packager who, 
along with the ultimate customer, conducts various evalu- 
ation tests himself. 

What is coming in the future? More experimental 
work on both the inside and outside of the package. 

On the outside, there is the constant effort to deliver 
a message to the shopper which will be accepted. This can 
be done by using the services of your packaging engineer, 
designer and supplier to combine papers, coatings and 
inks in the best way possible. 

On the inside, using the film which best retains the 
flavor and aroma of coffee over a long period of time 
will enable Mrs. America to brew a better cup of coffee. 

At this time, during the 100th anniversary of Arkell 
and Smiths,’ we are proud and happy that we should 
be given an opportunity to play a part in the development 
of new packages for the coffee industry. We sincerely 
hope we can continue to do so in the future. 


TEA INDUSTRIES and The Flavor Field 
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Sample ngs 





By MARK HALL 


@ @ At this time of the year, with the 
holidays approaching, business has been 
quiet for the green man. On the other 
hand, the roasters are very active. 

There are plenty of spots on hand. Old 
crop Colombians are being — rejected, 
which is causing some concern to green 
men, but this situation is not evident in 
Brazils. As of today, there is not much 
consigned coffee here. There seem to be 
more Centrals sold to Europe than in the 
past, with countries like El Salvador 
shipping most of their crop there 

The U. S. Department’s estimate of 

the 1959/60 crop is 67,400,000 bags World 
production, with exportable production 
of 57,500,000 bags. Local coffee men have 
a hard time trying to figure out how 
this increasing production over consump- 
tion will ultimately affect the market. As 
it stands today, supplies of coffee are no- 
where pressing the market. With increas- 
ing consumption of coffee, there would 
be some hope that demand would catch 
up with production, but increasing pro- 
duction cancels that out. 
@ @ Thomas J. Lipton, Inc. started this 
month to promote their instant tea in a 
big way, according to Loren D. Monroe, 
western division manager, 

This month advertising starts on na- 
tional TV networks and in magazines 
Instant Lipton tea will receive as much 
attention in this promotion as their regu- 
lar tea, and more effort is being put into 
this market promotion than any other 
items that has been introduced in_ the 
past 

In places where tests were made, pro- 
motion of instants did not slow down 
the sale of tea bags, but had a tendency 
to increase them. It is believed that it 
will have the ffect of increasing the sale 
of tea generally. 

Lipton Instant is packed in jars of 
1%4 oz., and sells to consumers for 53¢ 
It can be used for hot or cold tea, and 
does not cloud 

Increases projected into the period of 
December, 1959, to November, 1960, are 
estimated at 50%. For periods in 1958-59, 
the increase was 35%. 

As in coffee, promotion of instant tea 


Warren Kludt (left), of the coffee de- 


partment in the Schilling Division, Mc- 
Cormick & Co., Inc., and Cordon Yates, 
manager, human relations, chat with Taizo 
Hasegawa, son of the president of 
Japan's largest coffee company. 


is expected to increase the total tea 
consumption 
@ @ Bob Manning tells us that Man- 
ning’s Coffee is continuing to expand in 
the Bay area. The new Crown Zeller- 
bach Building will not only sell Man- 
ning’s Coffee in the cafeteria they are 
establishing there, but will deliver it in 
carts to the tenants of the building. The 
same service will be extended to the 
Kaiser Building, in Oakland 

Reporting on Andy Glover, Bob says 
that he is now regularly breaking 100 on 
the golf course. This 1s good for 50% 
of the golfers in these United States do 
not do it. As for Bob himself he confes- 
ses he breaks 90 once in a while 
# ® Carl Corey, one time coffee buyer 
for Standard Brands in this city, will 
spend his usual holiday vacation in San 
Francisco. He is now assistant manager 
of the import division of Standard 
Brands in New York 

Standard has just finished reconstruc- 
tion of the cupping room and laboratory 
in their locai plant. Increasing business 
required the enlarging and remodeling 
The laboratory is used for quality con- 
trol of coffee and desserts. Fred Vance 
is Managing it 
@ @ The General Steamship Co. gave a 
party to coffee men aboard the Porsanger, 
of the Westfal Larsen Line. 


wm After many years operating his own 


business, Weldon H. Emigh has become 
associated with the California Commodi- 
ties Corp. He has taken with him 
Charles L. Cecil, a long time associate. 
@ @ Weldon is now head of the coffee 
department of California Commodities 
The new set-up will permit a_ broader 
operation for the firm, in both buying 
and selling. Peter Gavigan and Paul 
Pollazek are the original founders of 
the firm 

@ 8 The Schilling Division of McCor- 
mick & Co. was host recently to Taizo 
Hasegawa, whose father, Kazue Hase- 
gawa, is president of the Marubeni-lida 
Co., Ltd., largest individual roaster in 
Japan. Taizo is a graduate of a Japa- 
nese university and is now touring Amer- 
ica for a year, observing all phases of 
the coffee business, including manufactur 
ing, blending, importing and exporting, 
in the hope of improving the develop- 
ment of Japanese coffee production and 
better serving the needs of his people 

@ @ Joe Hooper, statistician for the cof 
fee business, reports that the sale of his 
new book on the how of coffee through- 
out the world is going apace. This is a 
limited edition, so now is the time to act, 
if you want to be sure you get one of 
them 

@ 8 The Western States Tea 
tion’s annual Christmas party at Gino's 
was a_ heartwarming affair. A good 
crowd of tea men and their guests were 
on hand. After lunch, with good spirits 
of all varieties, the boys were entertained 
by Madelena and her musical accordion 
In addition, two turkeys were raffled, 
along with two bottles of aged high 
proof. The party was on the treasury 
of the WSTA. Small gifts were re 
ceived by everyone 


Assi Cla 


® @ Rune Erikson is another foreign- 
born young business man to study Amer- 
ican business methods in this country 
He is an executive of one of Sweden's 
leading coffee companies, the A.B. Coffee 
Co., Stockholm, as manager of the mar- 
keting and purchasing department. 

He chose Folger’s as a typical suc- 
cessful American concern at which to 
carry on his studies. He is here on a 
scholarship grant. Later he will study 
advertising and the retail business 

He is accompanied by his wife and two 
children 
® @8 Gordon Yates, manager of human 
relations at McCormick's Schilling Di 
vision recently made a speech at Port 

(Continued on page 177) 
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The Street was saddened last month 

death of Frank ¢ Lee, on the 

the holiday scason He was 53 

Lee was with Reamer, Turner & 

Co, Front Street brokers and = import 
agents, as a salesman 

Before joining Reamer, Turner, he had 

been with the General Foods Corp. for 17 


Cat 


® ® Another veteran of the coffee in- 
lustry died recently—Haig Deriklian, a 
member of the firm of A. L. Ransohoff 
Co., Inc., who passed away suddenly, at 
the age ot 56 
Mr. Deriklian had been in the coffee 
industry for 40 years, the last 15 with 
the Ransohoff organization 
Before that, he was associated with the 
ottice of the Quartermaster Corps, in 
City, and with the firm of Jones 


@e ii, in the midst of all the fast 
breaking coffee 
lays, you still manage to feel this is a 
a look at some of its 


developments in these 
lull industry, take 
history 

You might, for example, drop in on 
Ken Fairchild, Ir, at Fairchild & Bolte, 
and leaf through a little volume he has 
It is called, English 
Coffee Houses.” 

The book does contain what it says, 
facts about the start of coffee houses in 


innocuously, “Old 


England, and their growth to centers of 
literary and commercial life in London 

It also contains the text of a women’s 
petition on coffee, based on some very 
odd notions of the effect of coffee on 
males, and the men’s reply 

It seems that in those lusty days people 
did not hesitate to call a spade a shovel 
If you want to know more, you'll have to 
look at the book yourself 


ee. fj. “Jame” Clark, of Anderson, 
Clayton & Co., returned recently from a 
month-long business trip to Brazil, Co 
lombia and Peru 

He visited the Anderson, Clayton of 
fices in those countries 


@ 8 One of the best attended Tea Club 
events ever held—that was the record set 
by the Christmas party of this informal 
New York organization. It was a dinner 
event at the Antlers Restaurant, on Wall 
street 

The distaff side was especially well 
represented, both by ladies in tea com- 
panies and wives of tea men 

311 Congalton, of Standard Brands, 
Inc., was elected president for the com 
ing vear, succeeding Tom Dannemiller, of 
the Dannemiller Coffee Co 

John MeCarthy, of Irwin-Harrisons- 
Whitney, Inc., was named vice president 

Bob Weiskopf, of Stein, Hall, was 
chosen secretary. Elaine Kroner, also of 
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Standard Brands, who had been secretary, 
was named treasurer 

Guest of honor for the evening was 
Anna Hitzlberger, who was retiring af- 
ter 39 years with Thomas J. Lipton, Inc. 

She was greeted by Tom Dannemiller, 
as retiring Tea Club president, assisted by 
four past presidents—Joe Diziki, Allan 
McKissock, Al Guarino and George 
Mitchell One other past president, Les- 
ter Vail, was out of town 

\ surprising number of door prizes 
were awarded to those present during the 
evening 

There was also a grab-bag from which 
everyone present picked a prize. 

Once the business side of the meeting 
was over, a juke box was primed and the 
young in heart (a quality not related to 
vears), took to dancing 


8 8 Tom Dannemiller is being congratu- 
lated on becoming a father. He is, by 
now, an old hand at this. The newcomer 


is his fifth 


@ 8 William McKinley Hochgraf is re- 
tiring from Dodwell & Co., Ltd., after 48 
years in harness 

He started as an office boy with the 
Geo, W. Lane Co., at 91 Front Street 
Later, he became a charter member of 
the Dodwell firm here 


a 8 Walter A. Nielsen, vice president of 
the Columbus Line Steamship Co., return- 
ed from Germany recently after a month 
long tour of key shipping centers in the 
United States and Europe 

He was accompanied by Dr. Rolf H 
Kersten, managing director of Hamburg- 
Suedamerikanische Dampfschif ffahrts- 
Gesellschaft 

The itinerary was arranged to include 
the 46th National Foreign Trade Con- 
vention in New York. During his stay in 
New York, Dr. Kersten, together with 
Mr. Nielsen, studied plans for the im- 
provement and expansion of Columbus 
Line services 


8 8 More than 2,000 members of the 
shipping and allied trades attended the 
Christmas party given by the Foreign 
Commerce Club of New York, at the 
Hotel Commodore 

The part was a gala affair, full of the 
Season’s spirit and good cheer. To top 
it off, more than 750 of the diners were 
lucky enough to hold the right ticket 
numbers and went home with beautiful 
gifts, donated by the Club’s members. 

Tony DeLuca did another outstanding 
job in arranging the entertainment 


@ @ Want to give a coffee tree as a pre- 
mium? They're available from the 
Orchawai Sales Division of Orchids of 
Hawaii, Inc., 305 Seventh Ave., New 
York City 

The firm is offering both the Arabica 
and Bourbon varieties as self-liquidators. 


COFFEE TEA 


INDUSTRIES 


The premium offer consists of a pair 
of healthy two-year old trees which are 
guaranteed to grow as potted plants. 


@ @ Balfour, Guthrie & Co., Ltd., has 
developed a new section in its New York 
City offices to “develop new activities and 
enterprises in the export-import field”. 


C. Edgar Thompson, senior vice presi- 
dent and a director, is in charge of the 
new activities. 

He is assisted by Philip MacDonald 


@ ® Henry Scmke, who is starting a tea 
consultant service from his farm at York 
Springs, Pa., writes that he intends to 
operate by mail. Samples will be sent 
him by mail for checking, and he will 
report by return mail or, if necessary, 
phone or wire 

He began in warehousing in 1933, with 
his father, under the name of Gough & 
Semke, Inc. During World War II, he 
Was a traveling consultant on tea for the 
Commodity Credit Corp. and the U. S 
Commercial Co., both government agen- 
cies 

He was a vice president of Gough & 
Semke, Inc., when that firm withdrew 
from warehousing. He then started his 
own consumer mail order business in 
specialty teas. It continued for three 
years, until 1949, when he joined the Otto 
Gerdau Co. as manager of its tea depart- 
ment. By 1958, when he left, he was a 
member of the firm’s executive commit- 
tee. He joined the Ausch Coffee Co. as 
general manager, remaining in that post 
until he made the move to the farm re- 
cently 


@ @ The Green Coffee keglers are roll- 
ing along in their 1959-60 tournament. As 
of this writing, Nathor is first ,with 22 
games won, 11 lost Byrne is second, 
with 21 and 12, and Argentine is third, 
with 1714 and 151/. 

Trailing in close order are Dreyfus, 
16 and 17; Woods, 16 and 17; Bendiks, 
16 and 17; Maxwell, 1514 and 1714; Ehr- 
hard, 15 and 18; Force, 13 and 20; Aron, 
13 and 20 

High team game, net, was scored by 
Bendiks, with 885, followed by Argentine 
with 868, and Byrne with 862 

High team net scores, for the series, 
were chalked up by Bendiks, with 2446; 
and Woods, 2432 and 2387. 

\s for individual players, the high 
game was rolled by J. D’Elena, with 244, 
followed by W. Grimes, 234, and W. 
Seavers, 230. 

For the series, high individual was D. 
Kolm, 637, trailed by W. Grimes, 594 and 


578. 


@ @ Marty Coughlin, chairman of the 
Transportation Committee of the Tea As- 
sociation, advises that an increase of 6% 
was to be applied to all truck loading 
and unloading of waterborne cargo on 
piers in the Port of Greater New York, 
effective December 28th. 

This means an additional 6% on the 
loading charges of 15¢ per hundredweight 
on shipments weighing less than 25,000 
Ibs. and 11¢ per hundredweight on ship- 
ments of 25,000 Ibs. or more 
Field 
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Tew Orleans 


By W. McKENNON 


@ @ Andres Uribe, | representative 
! National ation of Coffee 
1 Colombia, was a New Or 

early in December 


poke at a reception and 

Federation's 1960 advet 

program, at the International 

HLonise Damel Gaust, manager of the 
prom n department, said 


entation representcd 


the 


| contribution t 
\merican Coffee Bureau's 
od coffec 
a worldwide campaigt 
ste tor better coffe 
untry, coffee used to 
pound, now. it’s 


per pound.” 


Juan Valdez, tre Chinchina, ¢ 


ia, was introduced as a typical Ce 
bian plantation owner who will be the 
entral figure in the forthcoming adver 


isement Mr. Uribe said “¢ 
tfee is the finest im the world,” 


olombia’s 
adding 
hat Colombia is second only to Brazil 
a coffec 


1 one im the 


woducing nation, but second 
quality of its coffee 
* program was presented again several 
later to 
members of allied industries 


coffee roasters, importers 


8 @ Matthew | 
freight trafe manager of the Mississippi 
Delta Line 
announced by Captain John 


Doody has been named 


Slupping Co 


Operator ot 


pre sident 


promotions in’ the company’s 
trathe department, Captain Clark 
edward 


‘] reuting, Ir., as 


1ni¢ luce 
Francis | 


appointment — ot 
Bent and 


assistant freight trathe managers 


aptain Clark said Mr. Doody will be 


harge of Delta Line’s freight oper 
ns to South America. Mr. Bent will 

charge of imports and Mr. Treut 
ing will be assigned to the sales section 
f the department 

Prior to his appointment as freight 
trafhe Doody 
assistant traffic manager in the company’s 


New York office. He has served in the 
trathe department since 


manager, Mr served as 


joining the com 
pany 

Mr. Bent and = Mr 
served in various positions in Delta Line's 
freight traffic department in New Or 


Treuting have 


@ s Albert 


and Cummings, and 


Hanemann 
Harry X. Kelly, 
Board Chairman ot the Mississippi Ship- 
ping Co. have been appointed to the 


Hanemann, of 


oles 


nominating committee of the New Or- 


leans Board of Trade 


@ @ A prominent wedding here was that 
of Miss Jacqueline Marie Lafaye, daugh 
ter of Henry Ashton Lafaye (of Lafaye 
and Arnaud) and Mrs. Lafaye, 
Joseph Stouse, Jr., son of Mrs. Pierre J 
Stouse and the late Mr. Stouse 
nuptials took place at high noon 
1 church of the Most Holy Name 
of Jesus, with the Rev. Henry Monte- 
cno, Sd: f., 
Mrs. W. Henderson Norman Dunean, 
the bride’s twin sister, was her matron 
of honor and only attendant, Mr 
kmile Stouse of Tegucigalpa, Honduras, 
was his brother's best man 


officiating 


Louis 


hosts at a 
reception at the Orleans Club immediate- 
ly following the ceremony. Later in the 
day, Mr, Stouse and his bride left on a 
wedding trip to Mexico City and Aca- 
pules 


The bride’s parents were 


@ Bs \ $10,000.00 cargoliner, the 
Lykes, 
the Ingalls Shipbuilding Corp. for the 
Lykes Bros. Steamship Co., Inc., of New 
Pascagoula, 


Joseph 
one of five ships being built at 


Orleans, was launched in 
Miss 

Tugs took the 
tow and shifted her to Ingall’s fitting-out 
do« k, where she will be completed She 
is scheduled to make 
from New Orleans next spring 


195-foot long ship into 


her maiden voyage 
The ship is named for Joseph T. Lykes, 
Sr., chairman of | the 
who witnesscd the launching 


Lykes company, 


Mr. Lykes is the last of the 
Lykes brothers who founded the ship- 


seven 


ping organization 60 years ago 

The vessel was christened by his 
daughter-in-law, Mrs. Joseph T. Lykes, 
Ir, of New Orleans. Her sister, Mrs 
John B. Smallpage, also of New Orleans, 
was her matron of honor 

The Joseph Lykes was the second new 
Lykes ship to be launched here in the 
past 60 days, with others scheduled to 
be launched next March and 
April 

All five ships will enter service out of 
New Orleans during 1960, with the first 
Lykes, making her 


January, 


one, the James 
maiden voyage in March 


® ®@ Rodney Abele, Leon Israel & Bros., 
Inc., secretary of the Green Coffee Bowl- 
ing League, reports the following scores: 
First high team, three games, Buckley & 
Forstall, 2445; second, Dupuy Storage & 
Forwarding Corp., 2379; third, Biehl- 
Delta, 2343 


to Pierre 


individual, three 
Aron & Co., Inc., team, 
Jerry Toca, Buckley & 
Forstall team, 559; third, Clifford Spuh- 
ler, J. Aron & Co., Inc. 546. 

First high team game was rolled by 
Buckley & Forstall, 843; second place, 
Aron No. 1; third place, Bendiks. 

Albert Breaux, H. L, C. Bendiks Co., 
and Harold Lemonier, S. Jackson & Son, 
tied for first high individual game, at 
223; Jack Taylor, of 


First high 
Jack Tayor, J. 


569; second 


games, 


2 \ron, was second 
with 212; and Joe Bennett, Kentucky 
Warehouse, was third with 210 


St. Louis 
By LEE H. NOLTE 


@ @ The Christmas party of the St. 
Louis Coffee Club proved to be a big 
success, There were at least 30 couples 
on hand. 

As is his custom, Al Alvarez, repre- 
senting the Nopal Steamship Lines, 
Houston, Texas, was in attendance. All 
of us were very happy to see him 

Gene Crowson scored again by pre 
senting each lady with a_ beautiful 
sterling silver bud vase. Of course, 
this made a big hit. 

Norman Raithel, manager of the St 
Louis office of the Lykes Steamship 
Co., helped out beautifully by playing 
the baby grand. 
without a pianist, and Norman filled 
in’ perfectly, with 
music. This, of course, was important, 
because dancing started at 9 p.m., and 
lasted until the wee hours. 


The orchestra came 


some real dance 


Anyone in the trade desiring a nice 
evening should come to a St. Louis 
Coffee Club party 


Southern California 
By VICTOR CAIN 


8 @ Herb Knecht, of H. O. Knecht & 
Co., was hospitalized at Huntington Me- 
morial Hospital a short time ago for a 
stomach disorder. It was apparently a 
minor operation, with no complications, 
and Herb is now on the mend, He 1s 
convalescing at home for a short period 
before returning to his office 

a@eMr. & Mrs. Bill Kunz, of W. H. 
Kunz & Co., New Orleans, are vacation- 
ing here in Los Angeles. Bill is back 
among many of his good friends, whom 
he left some time ago when he returned 
to New Orleans to continue in the cof- 
fee business. While here in Los Angeles, 
Bill is making his headquarters in the 
office of Herb Knecht. Incidentally, he 
carried on some of Herb’s business while 
he was out ill. 


# 8 Walter Dunn, of Dunn & Cain Co., 
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just returned from a trip to Africa. 
Among the many cities he visited were 
Beirut, Aden, Nairobi, Dar es Salam, 
Mombasa and Addis Ababa. He travelled 
for approximately a month, and the em- 
phasis of his tour was on the coffee 
facilities in these areas. However, the 
highlight of Walter’s entire trip was a 
visit with his father in Jeddah, Saudi 
Arabia. 

= @ The firm of Coffee Industries, Inc., 


@ 8 George Koppel, formerly with Kop- 
pel Bros., Inc., has joined Van Cargo 
International, Inc., a firm dealing in the 
relatively new form of packing generally 
referred to as containerization. This new 
form of packaging is rapidly becoming a 
very large industry, especially because it 
cuts down sharply on the handling of 
shipments and reduces pilferage to a 
minimum. All in the coffee industry wish 
George great success in his new venture. 


cisco chain of stores known as Lucky 
Stores bought out the interests of the 
Southern California chain of — stores 
known as Market Basket This 
will give the Lucky Stores group 173 
stores, according to information we have 


stores 
been given 


San Francisco 


manufacturers of roasted vacuum and 
bag coffee, has announced that they are the Southern 
discontinuing doing business as of the business recently, 
last day in October. Frank Champ, man- which has 27 
ager of the firm, will remain with them 
until all the machinery, office equipment, 
etc., have been disposed of. 

= ® Jim De Armond, vice president in 
charge of green coffee at J. A. Folger den. 
& Co., San Francisco, visited in Los stantial 
Angeles for several days. While in 
Southern California, Jim made a tour 
of their new plant in Compton. 


coverage 


the growing importance 
of grind control 


(Continued from page 85) 


= @ Two mergers have taken place in 
California 
Von’s 
stores 
executive management of Will and Ted 
Von der Ahe, has bought out the Shop- 
ping Bag Co., which has 37 stores and is 
managed by its president, Rueben Hay- 
This will give Von’s a very sub- 


County and the Orange County areas of 
Southern California, 
was brought about when the San Fran- 





ficiently cooled will adversely affect the maintenance of 
grind specifications. Similarly, coffee which still contains 
foreign material will tend to cause damage to the grind- 
ing roll surfaces and can also throw the roll clearances 
out of adjustment. 

Perhaps one of the most interesting studies which we 
have recently made is the effect of the type of coffee and 
shade of roast on the resulting grind at a given roll set- 
ting. Our test results indicate that the grinding of 
differently aged coffees, new crop greenish solid bean 
coffees, old crop coffee, lightish color coffees, etc., all can 
have different grinding results. 

For instance, new crop greenish coffee will produce less 
fines than older crops. Various growths and grades will 
even result in differences in final grind analysis. For ex- 
ample, lowest grades containing black bean, shelly beans 
and blights will not cut into clean sharp granules. Simi- 
larly differences in roasting shades, cinnamon, regular, 
full and dark Italian roasts will all result in different 
grind analyses. In general, the darker roasts become more 
brittle and consequently more fines result in grinding. 
The following table illustrates quite clearly the difference 
between a cinnamon and an Italian roast on the same 
type of coffee on the same roll settings. 


Within reasonable limits, the grinding equipment can 
be adjusted or modified to produce a desired grind speci- 
fication for virtually any type of coffee or shade of roast. 
The important point to consider in relation to your busi- 
ness is the fact that difficulty in maintaining a particular 
grind analysis may be due to any or several of the factors 
mentioned above, and not necessarily only due to the im- 
proper adjustment and maintenance of the grinding 
equipment. 

While more and more coffee companies appear to be 


paying closer attention to grind control at the point of 
grinding, we have encountered a number of situations in 


JANUARY, 1960 


Samplings 
retail grocery (Continued from page 173) 
Grocery Co., 
and is under the land, Oregon, before the Pacific North- 
west Industrial Health Conference. He 
told what McCormick does for its retired 
employees: prepares them for retirement, 
helps them to orientate themselves to a 
different remains 
in contact with them continuously. This, 
Yates said, is good public relations and 
morale building for his company 


situation in life, and 


the Los Angeles 


The other merger 


which this care for quality control was spoiled by im- 
proper or inadequate handling of the coffee from the 
granulizer into the can or other container. After all, it 
is obvious that the coffee roaster wants to maintain a 
proper grind specification all the way into the final pack- 
age. A roaster may take considerable precautions to in- 
sure good grinding but may lose the advantage by failing 
to maintain the grind specifications all the way to the 
package. Coffee machinery manufacturers have become 
increasingly aware of this problem in recent years and 
are constantly working to design better equipment for the 
maintenance of controlled grind quality beyond the grind- 
ing equipment into the final package. 

If any of you are experiencing difficulty in obtaining 
the desired grind analysis in the final container, you might 
find that the quickest way to isolate the source of the 
problem would be to compare such analysis with a simi- 
lar analysis of the grind or grinds as they come out of the 
grinding equipment. 

Coffee machinery manufacturers certainly share with 
the coffee roasting companies the responsibility of pro- 
viding the public with consistent quality grinds. We are 
always willing to help with anyone's particular grinding 
problems, and through such cooperation with roasters, to 
contribute a share toward the sale of more and better cups 
of coffee. 


Tea expansion in Pakistan’s 


Rangpur and Dinajpur districts 


A chemical survey sponsored by the Pakistan Tea Board 
has shown that the soil in the Rangpur and Dinajpur Dis- 
tricts is suitable for tea cultivation, apart from the Sylhet 
and Chittagong tea districts. 

Beside the expansion of tea plantation in East Pakistan, 
experiments on tea plantations in West Pakistan are also 
being undertaken. There are two tea nurseries, one at Baffa 
in Hazara District, and the other at Sherpalm in Swat, 
managed by the Pakistan Tea Board. 

Seeds from Russia, Japan and East Pakistan have been 
sown in these two nurseries. 
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GREETINGS 
TO THE 1960 
\ COFFEE CONVENTION 


The extensive facilities of Eppens, Smith Co., Inc.'s 
modern, new plant can be put to work for you, roast- 
ing, blending and packing your own private label 
brand coffee or tea. 


COFFEE SERVICE 


Since 1855 we have been Importers and Jobbers of 
a full line of green coffees, Roasters, Blenders, and 
Packers of highest quality coffee. Our service in- 
cludes: supplying green coffee, roasting and blending 
to your specifications, packing under your label .. . 
including instant coffee: samples of your coffee 
matched and prices quoted. 


TEA SERVICE 


Since 1855 we have been direct importers of teas 


“THE BLEND’S THE THING!” from all tea producing countries. We, therefore can 
: supply you with all your requirements for bulk tea, 
and tea bags. We will pack to your specifications 
. with HOLLAND HOUSE coffee (regular and under your label. 

and instant) and HOLLAND HOUSE tea, Our modern plant, conveniently located for highway 
exclusive products of the Eppens, Smith and rail transportation, plus the Eppens, Smith 
Company, Inc. Company's 102 years of experience, assure you the 
lowest prices for quality products, and the utmost in 

dependable service. 


Ted Seidel, Manager, Baltimore: 


033 West Rogers Ave 
EPPENS, SMITH CO., INC. UNion 5-0200 Herbert Powers, Manager, Phila 
520 Secaucus Rd. Secaucus, N. J. LOngacre (N. Y.) 3-6264 * Ge fromt'S ibe Yore 








